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How the Long Island Rail Road 
Builds Local Good will teres ee 





With the Justowriter, automatic tape-operated composing 
machine, all printing on offset duplicators in your office 
can be professional looking, with justified margins, accurate, 
easy to read ... at a substantial saving in cost over type- 
writer or hot metal composition. Any printing or duplicat- 
ing job, large or small . . . can be set on direct image 
plates or reproduction proof paper from the Justowriter’s 
punched paper tape. 


One keyboarding on the Justowriter Recorder produces a 
visible copy and a punched tape. This tape operates the 
Justowriter Reproducer to set sharp, justified proofs auto- 
matically at 100 words per minute. Author’s alterations or 
corrections are easily made by making a tape from a tape 

. automatically. Fourteen different type styles are avail- 
able in sizes from 8 to 14 point. 


WRITE TODAY on your business letterhead for additional 
information on the justifying type-composing Justowriter -- 
a basic Tape-Talk machine in the ‘‘new world for busi- 
ness’’ .created by Friden, 


FRIDEN, INC., San Leandro, California 


Use Justowriter composition for 


BOOKLETS 
MANUALS 
CATALOGS 
NEWSPAPERS 
DIRECTORIES 
HOUSE ORGANS 
LITERATURE 
BULLETINS 
PRICE LISTS 
DIRECT MAIL 


THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 POINT GALVIN TYPE 
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U. P. Pictorial Research Captured the Mood! 


Unitep STATES STEEL adman Peerce Platt was 
enthused when he saw the UNITED PRESS photos of 
one of the world’s most modern log grapples made with 
USS “T-1" steel used by the Breyer Engineering Com- 
pany of Seattle, Washington. 

“Even if you've never seen one before, he said; you 
know there's strength and power built into the tongs of 
that grapple! And one phone call to U.P. was all that 


was needed.” 


United States Steel wanted the complete story, words 
and pictures, ot how its product was used. The day 


‘ 


“\ Pie UNITED PRESS Commercial Photogra- 
-4 phy Division knows no territorial limits in 
\ getting case histories and photographs, in 
black and white or color, for proinotional or 
institutional use. We are ready to serve 
anywhere in the United States; in fact, anywhere in the 
World. For complete information regarding your particular 
research problem, fill out the convenient coupon and mail 


it to us today! 


WEST COAST, San Mateo, Calif. 
113 25th Ave., Enterprise 1-0777 


Title 


CENTRAL STATES, Chicago, Ill. 
Tribune Tower, Rm. 636, Whitehall 4-4733 


after U.P. was called a two man team reported to the 
Weverhauser Timber Company in Longview, Wash- 
ington. Their job was to obtain the pictures and facts 
which USS wanted to use in advertising, brochures, 
direct mail and publicity. 


Before evening they had gathered enough material and 
photographs to complete a top quality, accurate, de- 
tailed research report. Ina matter of days a documented 
account; summary of findings, list of questions and 
answers, signed statements, photo-releases and photo- 
graphs, was on Mr. Platt’s desk. The cost? — No more 
than if the job had been done in Pitts- 

burgh where the USS offices are located. 


Roy Mehiman, Manager 
COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS ASSOCIATIONS 
461 Eighth Avenue, New York 1, New York 
Please send me complete information, including costs, about 
the services checked: 


[_] Pictorial Research Reports 
[-] Photographic assignments 
(-] Color photography 
Name 


] Advertising and studio photography 
| Location and publicity photography 
| Industrial and Spot News Films 


Company 
Addre SS 
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NEW ENGLAND, Boston, Mass. 
42-46 Summer St., Liberty 2-2400 
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ATLANTIC BOND is the superior, genuinely 


watermarked sulphite bond that reproduces 
better and looks sharper and clearer. E A § i : R | 


ATLANTIC BOND means smoother running, too, 
because it has correct bulk and rigidity. And, 
it 1s moisture-controlled for dimensional sta- 
bility ... assures more accurate register on 
every run...less time and effort on re-runs. 


Your Franchised EASTERN Merchant will send 
you, on request, a free packet sampling Clean 
White and six eye-appealing colors. 


EXCELLENCE IN FINE PAPERS 


ATLANTIC BOND + ATLANTIC OPAQUE « ATLANTIC OFFSET « ATLANTIC COVER « ATLANTIC LEDGER 


Atiantic Papers 


PROOUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL® PULP 
MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: NEW YORK, BOSTON, CHICAGO AND ATLANTA 
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Just Cele Us 


Are Your Suppliers an Asset? 


AD 


Vv 


1958 


A few months ago a successful advertising agency celebrated its fiftieth 
anniversary by a series of open houses attended by employes and their families, 
media representatives and suppliers. The agency heads made it clear that they 
regarded their suppliers as an important part of their business, enabling the 


agency to execute advertising programs smoothly and to meet emergencies when- 
ever they arose. 


Most advertisers don't have to be reminded that the supplier is a vital 
part of their facilities, but sometimes it is forgotten that to do their best 
work, they need more than a superficial knowledge of the buyer's problems. This 
is particularly true in fields where creative service is required. In order to 
provide the effective ideas which are needed for many types of promotion and 
merchandising, the creative talent in the supplier's organization must possess 
more than a casual knowledge of the advertiser's objectives. They should be fa- 


miliar with the whole problem, so that they can work at a specific solution 
which meets the present needs of the customer. 


This suggests a corollary consideration, namely, that it is a big mistake 
in shopping for price to call in too many suppliers to bid on a specific job. 
It's far better to restrict the number and thus justify special effort on the 
part of those participating. In addition, waste and excessive costs in connec- 


tion with speculative work are eliminated and the business is conducted on a 
sensible basis. 


In a buyer's market such as the present, it is well to remember that adver- 
tisers should keep their suppliers healthy. Price is important, but not nearly 
so important as the production of good ideas and the execution of work with top 
craftsmanship. Make the supplier a part of the team, and his extra efforts in 


G. D. Crain Jr. 
Publisher 


ADVERTISING REQUIREMENTS 
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COLOR has 
IMPACT 


— at low cost 
— when you use 


Curteicheotor® 3-D 


the fine 


eee ae oa mons 


individually designed for 


@ quality 
@ economy 
@ effectiveness 


@ Write for our free circular on 
“using Post Cards in Adver- 
tising” and full informa 

tion on our other 

eile tamil TL 


materials 


CURT TEICH & CO., INC. 
1733 W. Irving Park Rd., CHICAGO 13, ILL. 


Firm 
Attn. of 
Street 
City 


State 
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Getting Publicity in Local Markets . oa 


There is a difference between national publicity wail eal 
publicity. JOSEPH FIELD 


How the Long Island Rail Road Builds Good Will ........ 


Unusual public relations techniques have altered attitudes 
towards this commuter line. Bert ENOs 


How to Stage a Meeting . 


It’s the little things that make the difference between 
success and failure in running a meeting. 


GrEorGE HUNTINGTON 


“ee eeneee 


A Portfolio of Typefaces for Admen ee 


One-line specimens of the most widely used and widely 
accepted typefaces form the sixth “Best of AR” feature. 


Meet the National Board on Type Faces ...... 


A statement of purpose of this organization whose aim is 
to effect economies through mutual agreement on stand- 
ard types. 


Who Owns Your Trademark? 


A lawyer clarifies some of the common misconceptions 
about trademark ownership by citing actual court cases. 


ALBERT WoopRUFF GRAY 


A Label to Boost a Contest 


How a pressure-sensitive label broke the record for the 
number of entries in a contest. W. R. HemrIcH 


The Three Keys to Better Color Photography .......... 


Greater satisfaction with color can be obtained only when 
there is more complete standardization. Econ BERKA 


Ad Campaign Alters Public Attitude ee 
The story of Indianapolis Water Co. and its series of ap- 
proval-winning ads. JOHN E. KLEINHENZ 


Re PORTO FOr TEPRWENIOD 2c ccc cece cece ceeeeees 


Straight from the drawing board of a ensihali ed aalie. 
here are money-saving suggestions. DoLPH FRANKLIN 


A Silver Colonel on a Silver Anniversary .............. 


An unusual direct mail campaign marked the 25th birth- 
day of a television station representative. 


How to Use Gimmicks in Direct Mail 


An Oklahoma appliance dealer applies 
imagination to build store traffic. 


ingenuity and 
AL ROBERTSON 


What External Publications Look Like ie nilaam e 


An analysis of house organs that come across the desk of a 
university librarian. RUSSELL SHANK 
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OF CONTENTS 


Separating Colors by Electronics 


A report on the PDI Scanner, one of the latest techniques 


for preparing color separations. 


Gaining Economy in Inserts . 


Syracuse China Co. planned its advertising inserts along 
with its catalog sheets, and saved money. 


How to Run Your Own Trade Show 


A sporting goods wholesaler learned that it pays off to 


sponsor an exhibit for your dealers. ALLEN SOMMERS 


Do-it-Yourself Registration 


A new technique, developed for the Atomic Industry 
Forum, which cut time and cost of registering visitors. 


DANIEL J. SCHERER 


The Contest with a Mind of its Own 
A story of the spectacular Canada Dry Silver dollar 


sweepstakes, which had more problems 


than anybody 
dreamed of. 


TED SANCHAGRIN 


How to Use Trophies . 


The trophy is a useful promotional tool, either as an actual 


object, or as an emotional idea. S. Harotp LaBsow 


How Tags Help Sell Clothes 


The humble string tag can play a colorful part in clinch- 
ing the sale, if it follows the rules of good design. 


Bank Signs 


Dating back more than 400 years, these interesting signs 
serve to identify staid London institutions. 


Super-Spoofs Build Super Sales 


How a foreign car dealer with a sense of humor uses low- 


cost signs to build sales and make friends. JAmMEs JOSEPH 


DEPARTMENTS 


Art & Photography 59 
Audio & Visual Aids 27 
Direct Advertising 7\ 
Layout & Typography 33 Coming Conventions 
Packaging & Labeling 53 Competitions to Enter 
Paper 80 The Editor's Notebook 
Photoengraving & Plate How | Solved It 
making 80 Idea Album 
Premiums, Prizes & Spe- Just Between Us 
cialties 91 Next Month in AR 
Printing & Binding 80 Promotion Almanac 
Radio & TV Production .. 65 Readers Write 
Shows & Exhibits 88A AR Reprint: 
Signs & Identification 
Materials 97 
Window & Store Displays 97 


REGULAR FEATURES 


Books for Admen 
Buyers Guide & 


Aavertisers’. Index 


Qe 


Like other binder jobs, your own 
may call for new materials and 
methods, or a new application of 
loose-leaf or indexing principles— 
possibly even an invention. Heinn’s 
creative people often come through 
with a special product so different 
that “invention” is the only word 
you can apply. 

Your request brings a practical 
idea from the Heinn man in your 
area; your tentative okay starts 
experimenting and speculative 
work. Customer testimonials prove 
the end results — increased sales, 
better trade relations, greater oper- 
ating efficiency. 

Whatever your need in custom 
binders, Heinn’s creative approach 
will please you much more than a 
“price” offer ever could! 


Two binders in a ‘‘family" 
of five made for one company. 


Copyright 1958, 
by The Heinn Company, Milwaukee 


Clip and mail this coupon: 


THE HEINN COMPANY, 306 W. Florida St., Milwaukee 4, Wis. 


We ore listing qu es of items on w wed like 
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A good promotional pack- 
age is not a winning pro- 
motion unless it uses 
every available bit of cre- 
ative thinking to serve 
your sales purpose. 


The art of Printing holds 
literally thousands of po- 
tentials for making a 
good premium idea better 
—or perhaps providing a 
complete program. 


Eureka printing service 
adds the extra dimension 
of 50 years’ promotional 
experience to the flexible 
craftsmanship of fine 
printing 


Let Eureka’s Promotional 
Service Division help you 
complete your next pro 
motion package . 


EUREKA SPECIALTY 
ok he 
* PRINTING COMPANY 
Dept. 20 - Scranton, Pa. 
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The Editors W ifn 


Step to Maturity ... 


How about a media 
department for all 
publicity agencies? 


@ In one day’s mail, our New York 
office received 69 separate press 
releases from WBC—24 addressed 
to AR, the remainder addressed to 
our sister publication, Advertising 
Age. Each of the releases was 
mailed first class in a separate en- 
velope and all were multiple page 
releases. We think all of them con- 
cerned what Westinghouse Broad- 
casting Co. called “The Baltimore 
Conference” dealing with local pub- 
lic service programming. We're not 
sure, however, since we couldn't 
find time to open all of them. 

Probably Westinghouse is_ rich 
enough to throw its money away 
—in postage alone WBC spent close 
to $3. But few editors have time 
enough to wade through such a 
stack of material from any one 
source. The very least Westinghouse 
could have done would have been 
to put all of the releases for each 
publication in a single envelope with 
some sort of covering letter telling 
what was included. 


> The increasing volume of press 
releases presents a major problem 
for every editor. We feel that we 
are obligated under normal cir- 
cumstances, to review every piece 
of mail we receive if we are not 
to overlook something in which our 
readers will be interested. But ex- 
perience has proved that there are 
some companies which never have 
anything of interest for a publica- 
tion’s readers and if they fail to 
observe the cardinal rule of press 
release procedure, it is a simple 
matter for the editor to reduce his 


CUECOCOOOEOOOOEOOEORDOREOROEEOED seeeeeee COPUOOUCOEUEOOEOEGCORCECRROROROROOOOOE 


Display typefaces in this issue . 


work load by simply relegating 
each release from the offending 
company to the “round file” with- 
out wasting the effort necessary to 
open the envelope. 

The cardinal rule? It’s simply 
this: send to any publication only 
press releases which are within its 
area of coverage. Sounds simple, yet 
it is seldom followed—even by the 
big publicity outfits. Just as simple, 
they reason, to send everything to 
everybody and let the editor de- 
cide what is or isn’t of interest to 
his readers. 

This is very much like the old 
folk tale of the boy who kept cry- 
ing, “Wolf!” Deluge an editor with 
press releases, the majority of 
which are not suitable for his pub- 
lication, and he will soon reach the 
point where he fails to pay any at- 
tention when you really have a 
story for him. 


> For some time now, we've been 
putting forth a theory (to any p.r. 
man or woman who was willing to 
sit still and listen for a moment or 
two) that the crying need within 
professional public relations opera- 
tions is for an honest-to-goodness 
media department. As far as we're 
concerned, such a department is 
just as important for effective pub- 
licity as it is for effective advertis- 
ing. 

We'll admit that establishing such 
a department would probably be 
costly (at least on the surface), 
but would be a tremendous com- 
petitive advantage for those p.r. 
counselors willing to take the step. 

What would such a department 
do? First of all, its personnel would 
have the assignment of really get- 
ting acquainted with all available 
publicity outlets—learning what 
type of material each publication 
will use, when it will be used and 


COUCEOEOUEODSCOREOUEEOEOEECEOERUESTEDEOCEOCDUGCORCEOOEUR SAECO ROROSREEORRESOROEEOEE 


. . 21—Brody; 23—Karnak Black Condensed; 27— 


Craw Clarendon; 53—Holla; 58—Radiant Medium; 59—Bodoni Black Italic; 65— 
Lydian; 69—-Garamond Bold Italic; 71—-Karnak Intermediate; 73—-Tempo Black Ex- 
tended; 80—-Tempo Heavy Condensed Italic; 81—-Radiant Medium & Brody; 88A— 
Dom Casual; 90—Tempo Black Italic; 91—-Mandate; 93—-Coronet Bold; 97—Clip- 
book #7 & Alternate Gothic #3; 102 & 104—Bodoni Campanile. 





Fiere are 17 materials 


All are self-adhesive. 

Fasson has them all in stock. 

You only want one. 

The right one. 

Some are resplendent. 

Others are economical and work-a-day. 
One is right for your purpose. 

See and test them all. Send for 17. 


Fasson Products 


Dept. A5 * 250 Chester St. * Painesville, Ohio 


ELmwood 2-4444 
an Avery company 
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CHECK LIST FOR 


Catalo 


Give your customers the kind of catalog 
they /ike to use. Give them the kind they 
like to look at. 


Make your catalogs: 


LOOSE-LEAF 


easy to add or remove pages 


DURABLE 


to stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 


quantities cost less 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more ‘‘Sell’’—plus all the appeal you can 
add with color, embossing or printing. 
Write us, or ask your stationer to 
show you the complete Acco line for 
keeping papers together in every 
department of your business. 


The Accopre 


Binder ¢ 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian ( Lid 
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to whom it should be sent. (Most 
p.r. people will tell you that their 
lists are already coded to provide 
this information, but not one in a 
thousand we've seen has been re- 
fined completely 
find that ‘“one.”) 

Probably even more important 
as far as clients are concerned 
would be the ability of such a de- 
partment to unearth previously un- 
tapped publicity outlets. Another 
job would be to keep track of 
special editorial interests of indi- 
vidual publications, such as special 
series of articles which offer ex- 
cellent opportunity for the 
publicity man. 


and we've yet to 


alert 


Perhaps such media departments 
are a long way off, although we’re 
firmly convinced that they'll arrive 
one of these days. In the meantime, 
however, we would like to find a 
mountain top from which we could 
shout for the cause of better control 
of press release mailings. 


>’ Some devoted 
most of this column to the promo- 
tion value of “the little extras” 
those seemingly small things above 
and beyond the which 
help to establish your company as 
a nice outfit with which to do busi- 
ness. Found some more good ex- 
amples recently. 


months ago, we 


necessary 


© A short note from the bosses of 
Mailograph Co. in New York is 
something which can be copied by 
lots of advertisers. It was a simple 
“thank you” saying, “You were 
good enough to help us check our 
mailing list, and we want you to 
know we appreciate it.” 


e Then there’s our favorite airline 

United. Actually, we were re- 
minded of one of United’s little ex- 
tras because of the failure of a 
couple of other lines to offer the 
same service. Like a lot of others, 
we found ourselves caught in that 
First Day of Spring snow storm on 
the East Coast. It took two flights, 
a bus ride and one train trip, but 
we finally made it from Washing- 
ton to New York in about 12 hours. 

Several times during this elon- 
gated trip, we had 
difficulty—as did our 
sengers 


considerable 
fellow pas- 
getting adequate informa- 
tion from the two airlines involved 

American and Eastern. On other 
occasions when our United flights 
have been delayed, we have been 
impressed by the ready availability 
of answers to our questions. Usual- 
ly United has a special representa- 
tive out among the waiting pas- 
sengers—not all tied up behind a 
counter—doing his best to explain 
the situation to everyone concerned. 

As a matter of fact, if we were 
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in a position to give out awards 
for outstanding customer relations, 
we'd quickly pin the first prize on 
the people at United. But the point 
we were just discussing is worthy 
of study by any company. Taking 
the initiative in explaining delays 
or other interruptions in normal 
services can be a major promotion- 
al asset. 


> Remember all of those jokes you 
used to hear about the Long Is- 
land Rail Road’s commuter trains”? 
The return to “the other side of 
the p.r. tracks” makes quite a story, 
and former AR managing editor 
Bert Enos (now managing editor 
of Modern Railroads) returns to 
our columns with the details (start- 
ing on page 23). 

We saw good evidence of the 
Long Island’s public acceptance 
while we were temporarily “snow- 
bound” in New York after the 
elongated trip from Washington. 
All of the New York papers, of 
course, carried front page stories 
about the storm’s effects, including 
the fact that about the only rail- 
road maintaining nearly on-time 
schedules was the once erratic Long 
Island. 

All of the papers also carried 
stories about a big “little extra” 
the railroad offered during the 
storm. Because several of the com- 
munities served by the Long Is- 
land were without electricity, the 
railroad sent a special train into 
the center of the powerless area 
so that families could come aboard 





chalice 
opaque 


BY CHAMPION 


The 80-pound Chalice Opaque 
used for this insert evidences 
the outstanding brightness, 
opacity and lithographic qual- 
ities of this vellum sheet. Art 
is done in black and white 
halftone, line and four colors. 


THE CHAMPION PAPER 
AND FIBRE COMPANY 


HAMILTON OHIO 


—One of a series designated to 
demonstrate the printability of 
Champion Papers — 


© THE CHAMPION PAPER AN 


CHAMPION SETS THE FACE IN PAPERMAKING 





THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA MAINE OHIO 


The Whitaker Paper Company Augusta John Carter & Company, inc. Akron The Millcraft Paper Company 
The Partin Paper Company Cincinnat The Cincinnati Cordage & 
W.H. Atkinson Fine Papers MARYLAND Paper Company 
Baltimore Garrett-Buchanan Company The Queen City Paper Company * 
ARIZONA The Whitaker Paper Company The Whitaker Paper Company 
Blake, Moffitt & Towne Cleveland The Millcraft Paper Company 
Butler Paper Company MASSACHUSETTS Columbus Sterling Paper Company 
Blake, Moffitt & Towne Boston John Carter & Company, Inc. Dayton The Cincinnati Cordage & Paper Co. 
The K. E. Tozier Company * Mansfield Sterling Paper Company 
ARKANSAS Springfield John Carter & Company, Inc. edo The Millcraft Paper Company 
Roach Paper Company Worcester John Carter & Company, inc. OKLAHOMA 


CALIFORNIA MICHIGAN ¢ ma Carpenter Paper Company 
Blake, Moffitt & Towne ul Beene Paper Company 
Blake, Moffitt & Towne Tayloe Paper Company 
Blake, Moffitt & Towne OREGON 

Se ae ESSER ortland Blake, Moffitt & Towne 

Carpenter Paper Compan i f 7 

"iain onetime & a. C. J. Duffey Paper Company Carter, Rice & Co. of Oregon 


Inter-City P Cc 
Blake, Moffitt & Towne < & Glew teeer Gamaes PENNSYLVANIA 
Blake, Moffitt & Towne Inter-City Paper Company Alientowr Kemmerer Paper Company 
Blake, Moffitt & Towne Division of Garrett-Buchanan Company) 
Carpenter Paper Company MISSISSIPPI Lancaster Garrett-Buchanan Company 


Blake, Moffitt & Towne Philadelphia Garrett-Buchanan Company 
Jack P c 
Blake, Moffitt & Towne cia epee Guaaune Matthias Paper Corporation’ 


Paper Merchants, Inc. 
COLORADO MISSOURI Whiting-Patterson Company, Inc. 
Pittsburgh The Whitaker Paper Company 

Carpenter Paper Company 9 
Midwestern Paper Company * * Reading Garrett-Buchanan Company 
CONNECTICUT Louis Acme Paper Company RHODE ISLAND 

John Carter & Co., Inc. bag <p ome rov John Carter & Company, inc. 

e ompan 
John Carter & Co., Inc. eer — SOUTH CAROLINA 


DELAWARE MONTANA C bia Epes-Fitzgerald Paper Company 
Whiting-Patterson Co., Inc. Billings Carpenter Paper Company SOUTH DAKOTA 
Great Falls Carpenter Paper Company ; s 
DISTRICT OF COLUMBIA Missoula Carpenter Paper Company oux Falls Sioux Falls Paper Company 
The Whitaker Paper Company NEBRASKA TENNESSEE 
FLORIDA Carpenter Paper Company 
The Jacksonville Paper Co. Lincoln Carpenter Paper Company Paper Company 
The Everglade Paper Company , Carpenter Paper Company Tayloe Paper Company 
The Central Paper Company ville Bond-Sanders Paper Company 
The Capital Paper Company NEVADA 


The Tampa Paper Company no Blake, Moffitt & Towne TEXAS 


Kerr Paper Company 

GEORGIA NEW HAMPSHIRE Carpenter Paper Company 

The Whitaker Paper Company John Carter & Company, Inc. dallas Carpenter Paper Company 

The Macon Paper Company Carpenter Paper Company 

The Atlantic Paper Company NEW JERSEY Carpenter Paper Company 

Central Paper Company ar Carpenter Paper Company 

AHO : Central Paper Company : Carpenter Paper Company 
Blake, Moffitt & Towne 


Southwestern Paper Co. 
Carpenter Paper Company NEW MEXICO Carpenter Paper Company 


ILLINOIS Albuquerque Carpenter Paper Company x ' Carpenter Paper Company 


Detroit The Whitaker Paper Company 
Grand Rapids Central Michigan Paper Co. 


Carpenter Paper Company 
Graham Paper Company 


Bond-Sanders Paper Company 
The Cincinnati Cordage & 


Bradner — & ee a NEW YORK Panne 7 
Dwight Brothers Paper Company . arpenter Paper Company 
Parker, Schmidt & Tucker Paper Co. aa ee oes Sato = Carpenter Paper Company 
Charles W. Lee & ny tng Buffalc Hubbs & Howe Company VIRGINIA 
—— So i ag Jamestown The Millcraft Paper Company r Epes-Fitzgerald Paper Company 
sett sel Company New York City Aldine Paper Company ** nmond Epes-Fitzgerald Paper Company 
Forest Paper Co., Inc. 
Cc. J. Duffey Paper Company Holyoke Coated & Printed WASHINGTON 
INDIANA Paper Co.* Blake, Moffitt & Towne 
: S Carpenter Paper Com 
i It bi " P Pp ompany 
The Millcraft Paper Company cae it eaten ; Blake, Moffitt & Towne 
Indiana Paper Company, Inc. Pohiman Paper Co., Inc. Spokane Paper & Stationery Co. 
IOWA Reinhold-Gould, Inc. ; c Blake, Moffitt & Towne 
Carpenter Paper Company Royal Paper Corporation orpenter Paper Company 
Pratt Paper Company The Whitaker Paper Co. WEST VIRGINIA 


Carpenter Paper Compan Charles W. Williams & Co.° ii eel : 
arp r per pany (Bulkley, cate: tae Raat H 3 The Cincinnati Cordage & 


KANSAS ie ae Bulkley, Dunton, S. A. Paper Company 
Carpenter Paper Company ae jChampion Paper Corp., S.A. WISCONSIN 
Southwest Paper Company Champion Paper Export Corp. Milwaukee Dwight Brothers Paper Company 


Rochester Genesee Valley Paper Company 
KENTUCKY CANADA 


Louisville The Rowland Paper Company, Inc. NORTH CAROLINA Toronto Blake Paper Limited 


Asheville Henley Paper Company “BOX WRAP GRADES ONLY 
LOUISIANA Charlotte The Charlotte Paper Company PRINTING PAPERS AND BOX WRAP GRADES 
New Orleans The D & W Paper Co., Inc. Raleigh Epes-Fitzgerald Paper Company **PAPETERIE GRADES 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





and warm up. In addition, the rail- 
road kept its stations, which are 
served by independent electric 
power lines, open throughout the 
night for the convenience of those 
whose heating systems had failed 
for lack of power. 


> This reminds us of an ingenious 
public relations move by a small 
power company up in New England 
a couple of years ago after a hurri- 
cane had torn down power lines in 
its area. The process of restoring 
power was destined to be a long 
and drawn out affair. Among other 
things, this meant complete loss for 
thousands of dollar's worth of food 
stored in home freezers. 

One of the executives came up 
with a very important “little ex- 
tra” that made lots of friends for 
the company. He rented a ware- 
house to which power could be 
quickly restored. Then a fleet of 
trucks was put to work rushing 
home freezers to the warehouse 
where they could be kept operat- 
ing until power was restored to 
the homes from which they came. 


> Last month, we decided to sup- 
plement our “Books for Admen” 
column with comments on a_ book 
of special interest. While we don't 
intend to make a regular practice 
of this, we’d again like to call your 
attention to a book which should 
be must reading for everyone who 
has anything to do with advertis- 
ing. 

This month, we're beating the 
drums for Martin Mayer's “Madi- 
son Avenue, U.S.A.” You'll find a 
regular review on page 16, but we 
don’t begin to have space to do 
justice to this interesting volume. 

This is not another of those “pin 
in the balloon” novels about the 
advertising business that have been 
the rage since Frederic Wakeman 
recovered from his “Shore Leave” 
and made a fortune with “The 
Hucksters.” As a matter of fact, 
this is no novel at all—even though 
the quality of the writing is so 
superb that reading moves every 
bit as fast as in the most gripping 
mystery. 

Mr. Mayer, instead, has drawn 
a vivid word picture of the forces 
that dominate present day adver- 
tising. What makes “Madison Ave- 
nue, U.S.A.” particularly valuable 
is how the author has been able 
to take all of the pieces and show 
how they relate one to another 
Even people who have been ac- 
tively associated with advertising 
for years will gain new insight into 
the business from this important 
report by an objective “outsider.” 


Selected AR Reprints 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the December 
issue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 


are available on request. Send orders to Reprint Editor, AR, 200 East 
Ilinois St., Chicago 11, Ill. 


New This Month 


305 A Portfolio of Typefaces for Admen 
A one-line sh 


249 The Advantages of Letterpress & Offset 
A debate on print shedding ght the sé tior ¥ tne f 


248 Can You Afford to Run Your Own eee, — by jaws Ss. Rates 


True e lways achieved by doing y 


Color 
151 Color in Advertising — by Faber Birren 


Copyrights 


201 Advertising Copyrights — by Robert J. Burton ($1) 


Contests 
205 A Contest Isn't Over When The ee Are Mehed — by Phil Seitz 


How t the areat t alue fron 


184 Mrs. America . . . Beauty Takes A Back Seat — - by Ted ——— 


Design 
167 Noreen Integrated Design - —_ by Sem Lene 


136 The El Producto Story — by P. K. Thomajan 


Exhibits 


239 Borrow an idea from St. Louis — by Mildred ee 
Ext t der 
223 Showmanship at a Home Show — by Phil Setez 
192 Exhibit Photos — How to Put Theme to Work 
How 


191 How to Get More from Your Trade Show Dollars - —_ ‘by William s. Orkin 


178 The Growing Importance of fale as an Advertising Medium a - by James Joseph 


168 Maturity for Trade Show Exhibits — rh Dick Hodgson 
146 How to Get the Most Benefit from Trade Shows 


110 55 Ulcer Reducers for Exhibitors 


Photography 

302 A Basic Guide for Better Advertising Photos 

228 A New Guide to Color Photography — oe by en Berka 

175 How to Use Color Stats — by Ted Senchagrin 

171 How to Get Better Advertising Photos — by Errol Prince (50c) 
162 How to Crop Photos — by Vincent T. ‘Taji 


138 The ‘‘Taking’’ of a Man of Distinction — by Ted Sondinlaie 


Publicity 


221 Make the Most of Veur Stor by Don Young 


199 ereenenainy Publicity — ky Morris 8. Rotman 
194 Chiquita Deen Gees to Shot — by Clarence w. Snare 


185 How to Handle Relations With Radic, Toleviston & Newsreels — by William G 


eff: 


» Cox 


183 Planned Personalized Promotion — by Haviland e Reves 
173 How to Prepare a Modern Annual Report a by Herbert Cc. Rosenthal 


158 Elsie ... Borden's Living trademark: — by Ted Sanchagrin 
Trading Stamps 


220 An Expert Answers Your Questions About Trading Stamp» 


121 Trading Stamps Build Repeat Business for Denver Merchants — by Frank Lynn 
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A FOX saw some beautiful grapes growing high and 
out of his reach. ‘“They certainly look good and 
sweet,’ he thought as he hurried home for his ladder. 
DF KELLER CO Printers with imagination 
3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 

We have clients in America’s foremost 


industries and would like more 





High Batting Average 


Here Type ¢ Bi SERVE Y 
ere Lype Can ou 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


— 


nventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


MAY 


3-16... Drupa, Intl. Print & Paper Fair, 
Dusseldorf, Germany 


7-17 ...U. 8. World Trade Fair, Col- 
iseum, New York 


11-15... American Rack Merchandisers 
Institute Sample Show, Ambassador, Chi- 
cago 

19-21 . . . Sales Promotion Convention, 
Vatl. Retail Merchants Assn., Palmer 
House, Chicago 

19-23 . . . Sales Promotion Workshop, 
Life Advertisers Assn., Statler, Hartford, 
Conn. 

21-23 . . . Graphic Arts Industry, Re- 
search & Engineering Council, Edgewater 
Beach, Chicago 

25-28 . . . Natl. Office Show and 39th 
Intl. NOMA Conference, Conrad Hilton, 
Chicago 

25-28 ... Super Market Institute, Con 
vention Hall, Atlantic City 

25-29 . . . Natl. Business Publications 
Spring Meeting, Grove Park Inn, Ashe- 
ville, N. C. 

26-28 ... Natl. Sales Aids Show, Roose 
velt, New York 

26-30 . . . American Management Assn. 
Packaging Conference & Exposition, Stat- 


ler and Coliseum, New York 


JUNE 


3-6... Natl. Industrial Advertisers Assn.. 
Chase-Park, St. Louis 


8-11 . . . Advertising Federation of Amer- 
ica, Hilton-Statler, Dallas 

8-11 . . . Natl. Assn. of Direct Selling 
Companies, Statler, New York 

10-12 . . . National Sales Aids Show, 
Shelton, New York 

23-36... {dvertising {ssn. of the West 
Vancouver, B.C. 

23-26 ... Store Modernization Show, Col 
iseum, New York 

24-26 . . . American Marketing Assn.., 
Harvard University, Boston 

30-July 2... EAC Clinic and Show for 
Shows, Coliseum, New York 


JULY 


Stems... Photographers {ssn. o} Ameri- 
ca, Conrad Hilton, Chicago 
26-29 ... Natl. Audio-Visual Assn., Mor- 


rison, Chicago 


AUGUST 


9-14 . . . Intl. Assn. of Printing House 
Craftsmen, Statler, Detroit 

22-24 ... Screen Process Printing Assn.. 
Sheraton-Palace, San Francisco 

23-26 . . . Advertising Specialty Natl. 
Assn. Fall Specialty Fair, Palmer House, 
Chicago 


SEPTEMBER 


5-8 . . . Mail Advertising Service Assn. 
Intl. Convention, Chase-Park, Plaza Hotels, 
St. Louis 





READERS 


Calculating Effect 


e Reading your article (‘Printed 
Calculators a basic selling tool,” 
AR, March) was an enjoyable ex- 
perience and stimulated our “sales 
thinking.” 

We can call the calculator by 
other names, such as computer and 
slide chart, but they all boil down 
to a precision-manufactured device 
that automatically produces finger- 
tip information; and today automa- 
tion is the keynote of success- 
ful selling as well as production. 

We enthusiastically endorse all 
you said except you did not include 
us in the list of manufacturers. We 
are a fairly young company with a 
promising future, and shortly our 
name will be among those who have 
become leaders in the calculator 
business. 

Your remarks are so aptly ex- 
pressed, we might, with your per- 
mission, concentrate some of them 
in our approach to new 
Would you object? 


sales. 


E. M. Barto 
Director of Sales, Penn Arts 


Mfg. Co., Philadelphia 


P.R. Aid 


e I should like to say that your 
magazine has some_ tremendously 
worthwhile things in it. We are 
finding it a great help in various 
phases of our public relations work. 
M. Carout HEtTZELL 
Asst. Secy., Public Relations, 
General Conference of Seventh- 
day Adventists, Washington 


“HE HAS A KID IN THE ADVERTISING GAME!" 


Index Fan 


e You really did me in when you 
published your Semi-Annual Edi- 
torial Index in the January issue. 
By printing your index on both 
sides of a single sheet you have 
fouled up my system whereby I 
clip and paste these indexes on file 
cards. 

Is there any way to obtain an- 
other copy of this page so I can 
keep my file up to date? 

I constantly refer to your won- 
derful magazine, and will appre- 
ciate anything you can do to help 
me out of the dire straits in which 
I now find myself in indexing your 
July to December issues. 

Betty LEMON 

Prod. Mgr., Bradham Advertis- 

ing, Charleston, S.C. 


(Emergency tearsheet coming by 
air. We promise not to do it again 


... Ed.) 


Plastic Approach 


@ I noticed in your February issue, 
a note in the Idea Album about a 
plastic company which used a plas- 
tic business card. 

We feel—and, of course, we're al- 
ways biased in our opinion—that 
a durable and attractive business 
card on plastic, containing some in- 
formation that a person will use, 
means that your card will stay put. 

Some companies have found it a 
very smart idea, when sending out 
letters, to include a card or a rule 
or something of this nature that will 
stay with the recipient long after 
the letter has hit an office file, 
either round or square. 

GrEorGE W. EMERSON 


The Emeloid Co., Hillside, N. J. 


Also Gives Things Away 


e I should like to congratulate you 
on a very well thought out article 
(“How to Give Your Products 
Away,” AR, January). 

However, I am very sad to in- 
form you that you made us both 
feel very bad and rather “let out” 
by not being included in the agen- 
cies handling give-aways. We know 
all the companies you have listed, 


See a 
Filmotype 


‘ Photo Lettering 


Demonstration 


tts an education! 


we learned how savings, 
finest quality lettering 
and simplicity of 
operation go 

hand in hand. 


«< af — . ~ 


Seeing is believing... at least 
Where the Filmotype Photo 
Lettering Machine is concerned 
It's an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced 

Alphabet style selection, we 
discovered, ts literally 
unlimited, too! And since we 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-theghoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 


A Filmotype demonstration 
in your office is sure to prove 
extremely worthwhile, too. 
Write today, no obligation, 
of course. 


7500 McCormick Bivd., Skokie, Ill, 


YES, we would like to see how the 
Filmotype machine automatically pro- 
duces quality lettering. Contact me for 
a Filmotype demonstration in our own 
office Dent 


Name_____ 
Firm_ 


Address 


emi. * 


_ State 


r 





FULLY INFORMED 


with the 
“Know How” 


Whatever your photo-engraving 
problems may be, the 
Horan representative visits 
you with the information 
and the Know-how to resolve 
them, to simplify and make 
them easy. 


Backing him is Horan’s 
record of dependability, a 
record that is the result of 
Know-how and meticulous 
attention to detail in every step 
from pickup to the delivery 
of the finished plates. 


Why not call for a Horan represen- 
tative when you have a problem! 


Horan Engraving Co., Inc. 


44 West 28th Street, New York 1, N. Y 
MST T Tae alle et: b) 
Branch Offices: Newark, N. J.« Allentown, Pa. 
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and agree with you wholeheartedly 
that they are deserving of inclu- 
sion, but we pride ourselves that 
we, too, should be on such a list. 
Our many years of operation and 
the most impressive list of clients 
we serve should entitle us to in- 
clusion. 

We understand that this must 
have been an oversight, but hope 
this omission may be corrected in 
a future trust you will 
understand our feeling in this mat- 
ter and again, congratulations on 
your fine article. 


issue. I 


SipNEY G. Koss 
Bander-Koss & Associates, Hol- 
lywood, Cal. 


Likes Our ‘Best’ 


e Thanks much for the tearsheets 
from the Best of AR on advertising 
photography (AR, February). Most 
excellent! 

This is indeed worth while infor- 
mation to advertising managers. The 
expert presentation and the thor- 
oughness of the thing makes it in- 
deed appealing. 

Harry SEAWELL 

Schaefer & Seawell, Parkersburg, 

W. Va. 


Suggests Handbook Binder 


e I notice in your publication a 
section entitled “Adman’s Hand- 
book,” the pages of which are per- 
forated to allow extraction. I as- 
sume from this that it is possible to 
obtain a binder for these pages. If 
I am correct, would you please fur- 
nish the necessary information on 
how to secure one. 
R. SHIRREFF 
Public Relations & Ad. Section, 
R. L. Crain Ltd. Ottawa, Ontario 


(While we have set up this mate- 
rial for easy punching and binding 
in a standard three-ring binder, we 
have not as yet designed a special 
binder for it. Is there enough in- 
this? If so, we may be 
able to arrange for one... Ed.) 


terest in 


More on Letter Layout 


e I noticed Dan Scherer’s letter 
(AR January, page 10) regarding a 
“New Letter Format.” It’s far from 
new, of course. I have been using 
it regularly for eight years in reg- 
ular correspondence as well as on 
form letters. 

I believe Mr. Scherer will have 
better results if he puts his own 
letter on the left of the page in- 
stead of the right ... it is easier 
for a recipient to make his com- 


ments in the right-hand margin or 
at the bottom of the page. Visually, 
he would not have to look over his 
own hand while wording his re- 
ply. Psychologically, people do not 
like to put their hand over typed 
or printed copy as a rule... know- 
ing they will soil their hand and 
blur the copy. 

I might add that the giants of the 
mail order business use a similar 
technique to eliminate correspond- 
ence files. A letter of inquiry is 
received, they return all corre- 
spondence with their reply on a 
form which must be returned with 
the customer’s decision. 

In my own operations, I have 
found it an extremely useful way 
to get back from the recipient the 
imprint of our stencil or the types 
address data. 

RosBert GARROTT 

Ad. Mgr., Rapid Copy Service 

Inc., Chicago 


Interesting Editorial 
e Your recent editorial, “Be an 
Active Association Man,” (AR, 
March) was of particular interest 
to us. We appreciate the many kind 
remarks and found some good new 
ideas. 

We think all of our members 
would be interested in seeing your 
editorial and incidentally, learning 
a little about your magazine. 

Mrs. JUNE R. SAYLor 

Dir. of Publications, American 

Society of Assn. Executives, 

Washington 


e Congratulations on your superb 
editorial “Be an Active Association 
Man.” 

The Assn. of Natl. Advertisers 
would appreciate receiving your 
permission to reprint it with credit. 

At DANN 

Director, Press Relations, ANA, 

New York 


What we need is an advertising 


slogan tha? will appeal to a dog. 
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ask FOR ee 


AVenue 3-0262 
BLACK BOX COLLOTYPE STUDIOS, Inc. 
4840 W. Belmont Ave., Chicago 41, Ill. 
Dallas Detroit 
WHitehall 3-7573 WOodward 5-7030 
Minneapolis 
ROckwell 9-7789 FEderal 6-6878 


Milwaukee 
BRoadway 2-4775 


Kalamazoo 
Fireside 5-0131 
Oswego, Ore 
NEptune 6-3327 
Roanoke, Va 
Diamond 4-3950 


Los Angeles 
AXminster 2-4243 

Cincinnat: 
Plaza 1-4218 

St. Louis 
OLive 2-0202 
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LARGE SIZE 


For printing big, beautiful illustrations 
—up to 40” x 60’. 


LOW PRICE 


Screenless process makes possible remarkable 
savings on large size, short runs. 


SHORT RUNS 


Practical for smali quantities 
—100 to 5,000 copies. 


FULL-COLOR 


Hi-fidelity reproductions in single color, 


duotone...or in full color from 
black and white or full color artwork. 


-COLLOTYPE 
PRINTING 


Used by art museums for their finest 
reproductions, this economical method 
now prices full-color printing within your 
reach. Call or write one of the sales 
representatives listed for full information, 


or mail the coupon, today! 


for Displays ¢ Posters 
¢ Translites « Ad Blowups ¢ Presentations 


Please send me your brochure on 
economical Black Box Collotype printing 


Specifications attached. Please send me 
your quotation 


Firm Name 
City 


Your Name 


Mary 


1958 





want to get your 
P.O.P. pieces 
used... seen? 


NAZ-DAR 
SILK SCREEN INKS GET RESULTS! 


Any P-O-P piece must have the re- 
tailer’s O.K. before it can sell your 
product from a spot in the window, 
on the shelf, etc. 


To get your poster or display where 
it does the most good, specify 
NAZ-DAR Fast-Dry Screen Process 
Inks. These brilliant, rich-looking 
colors demand attention . . . from 
the retailer... from the consumer! 


NAZ-DAR Fast-Dry Screen Process 
Inks are available to your processor 
in dozens of colors enabling him to 
match the most unusual package 
or layout design. 


Remember that NAZ-DAR Inks are 
Fast-Dry for faster delivery . 
match colors perfectly on reruns 
scheduled months apart... don’t 
crack when die-cut. 


FREE COLOR CARDS. Write today 
for two J-D Series Ultra Fast-Dry 
Fiat Finish Ink color cards and two 
7500 Series Fast-Dry Gloss Finish 
Ink color cards. Keep one of each 
at your desk and send the others 
to your silk screen printer You'll 
have a handy color reference guide 


Consult your focal Silk Screen Printer 
for Helpful Suggestions 
The NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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O/ 
I SOLVED IT 


Now is the time to send your problem solutions in. We’ve 
been working our way through our backlog and new entrants 
will see the light of print with little delay. So sit down today, 
and tell us, in 200 words or less, about your solution to a 
work-a-day problem. We'll pay $10 for each item published. 
Send it to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
St., Chicago 11. No material will be returned unless accom- 
panied by a specific request and return postage. 


Speeds Art Preparation 
For Comic Style Booklet 


Since one of the major bottle 
necks in our art department is the 
preparation of art for four-color 
comic page ads, our enthusiasm was 
less than cosmic when we got the 
job of creating an eight-page tab- 
loid-size tour booklet in the same 
style as the troublesome ads. 

Trying to make the job faster and 
easier from an art and reproduction 
standpoint we finally evolved the 
following process: 


1. Artwork for the black (the key 
color) was done on Strathmore art 
board, in line and fluoro grays. 


2. Offset plates were made from 
this artwork and printed on the 
press in non-photographing light 
blue ink. A one-ply Strathmore 
art paper stock was used. Register 
marks were printed on the paper 
stock along with the artwork. 


3. Artwork for the red, yellow and 
blue colors was done directly on 
these printed sheets, using fluoro 
opaque grays and line. The regis- 
ter marks were inked in. 


4. Negatives were made from this 
fluoro artwork and offset plates 
made from the negatives. 


5. The entire job was then run on 
the press, using the original black 
plates and the red, yellow and blue 
plates. 

The system gave us big advan- 
tages in that it was able to: 
© Save in art time... it took less 
time to apply fluoro wash or opaque 
tones than it did to apply stack 
sheet. 
© Get pleasing four-color 
effect . we were able to use a 
modified wash technique. 
© Get highlight and drop-out 
effects . . . The fluoro process en- 
abled this without costly camera or 
negative work, 


more 


e Eliminate acetate overlays 
all art was done directly on printed 
art paper sheets. 
® Get closer register ... this was 
possible through the use of the 
master sheets. 
® Get cleaner, crisper color .. . by 
having screen angles on the differ- 
ent colors handled on the camera 
rather than by the artist. 
All in all, we were pleased. 
L. D. AUTHIER 
Promotion Production Megr., 
Des Moines Register and 
Tribune, Des Moines, Ia. 


Economical Page Tabs 
Save Indexing Costs 


In developing a catalog for one 
of our product lines, we were faced 
with a problem of indexing the 
book for easy dealer reference. 

Since the print run is only a few 
thousand, normal indexing via a 
tab arrangement proved too costly 
after die costs and binder charges 
were estimated. 

Our solution was to print our in- 
dex tab on the page itself, at no 
extra charge. The area, in black 
with the subject printed in white, 
stands out but requires no die-cut. 

WitiiaM E. BEcKER 

Sales Promotion Mgr., Bartmann 

& Bixer Inc., New York 


Plastic Rectangles 
Speed Ad Layouts 


I find plastic rectangles measuring 
one, two and three columns wide 
and marked off in inches down one 
side invaluable time-savers in lay- 
ing out small ads. 

Of course the use is obvious since 
you get three sides of your ad with- 
out moving or measuring. 

Kent TwyMAN 

Current-Argus, Carlsbad, N.M. 
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Full Color Plastic 
— Cet More Attention - -- 


eh bale tt 
ele 


Your % 


Box-maker 


% 

4 

ULLMAN supplies the 3 
makes 

! 
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: : the Trans- 2 Shadow Box. 
More and more advertisers are using asintiiniiak | , 


shadow boxes with light behind a color e 
transparency. These receive instant : of 

dealer acceptance for good store ~~, a 

positions and they DO tell your story So oe oe "FREE! 
dramatically. The best shadow box is only as good as the transparency — 

it illuminates. Try Ullman Gravure for traffic stopping transparencies. 3%” NYLON BRISTLE 


We reproduce any kind of picture copy on clear plastic, print on both sides PAINT BRUSH FELTON 
of the plastic in perfect register so there is a dynamic color build-up SIBLEY 
in front of light—there is no printing screen in our process to break up *2.78 Value! 
the continuous tone pictures. If the light fails, the picture is still 
colorfully brilliant. A light-refracting surface is built right into Ullman 
Gravure transparencies. This gives the lighted picture a great luminosity 
not apparent in other processes. Guaranteed will not fade. 


Will not wrinkle or warp. li by ; 
Any size up to 37” x 49’, Economical from 200 pieces to any quantity. with gallon or more 


OUTSIDE HOUSE PAIN 


The Coca-Cola Company 
8” x 10” 


nea a Speege 4S SHOW YOU HOW TO Felton & Sibley Co. 
=~ Light Up-Your Promotion Program 20” x 27%." 


~==——_Wrtetor descriptive literature and 
samples of Ullman Transparencies. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 
A division of The Ullman Company, Inc. ° Established 1888 
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ATIONAL 


SHEET 
PROTECTORS 


OF 


UPONT’S 
MYLAR’ 


Here’s at 


ransparent film so light- 


weight and thin it can accommodate 


up to 50% 
binder. 


It’s 
scratch-resistant 


more material in a ring 
strong, durable and 
and Mylar stays 


crystal-clear despite repeated han- 
dling. Unaffected by moisture, tem- 
perature, age. Your valuable sales 


presentati 
photograph 
Mylar’s ext 


Available in 2 thicknesses 


yns, reports, displays, 
album sheets deserve 
ra protection. 
cd 
0015 


gauge for greater capacity and econ- 
omy, and .002 gauge for the ultimate 


in strength 


and transparency. 


*DuPont’'s registered trade mark for 
its polyester film 


NATIONAL 
Dep?. 


Name 
Company 


Street 


| City 


Free Sample .. 
sheet protector and literature. 


x 


= a 
BLANK BOOK COMPANY 


105, Holyoke, Mass. 


Please send me sample 


Zone 


® Madison Avenue, U.S.A., by 
Martin Mayer, Harper & Brothers, 
New York, 332 pages, $4.95 ... If 
you have a country cousin who 
wants to know about the advertis- 
ing business, or if you yourself 
want to get a new perspective on 
this many-faceted industry that is 
not quite a profession, this is by far 
the most readable and 
dating volume that 
in recent years. 


most eluci- 
has appeared 


Mr. Mayer, a free lance writer, 
has done a great deal of work in 
preparing this book, and the results 
are evident. It reads so well and 
so easily that it could only be writ- 
ten as the result of tremendous 
effort. He has talked to people in 
all phases of advertising, has made 
careful notes, and has carefully or- 
ganized his material so that it is 
pertinent, discerning and illuminat- 
ing. 

Most books about advertising fall 
in either of two categories. Some 
are overawed by the glamor of it, 


and write with their tongues hang- 


ing out, or they are so close to it 
that they refuse to admit that there 
may be any faults in the present 
way of doing business. Both pro- 
duce books that are so uncritical as 
to be The other extreme 
is taken by those who can see no 


useless. 


good in advertising, and take great 
delight in kicking it around. 

“Madison Avenue, U.S.A.” does 
neither of these. It is worth reading 
by anybody in advertising, anybody 
who would like to be in advertis- 
ing, and anybody who is affected 
by advertising. 


© Television in Education, by 
Franklin Dunham, Ronald R. Low- 
dermilk and Gertrude G. Broderick, 
Office of Education, published by 
Government Printing Office, Wash- 
ington, 124 pages, 55c 
both 


... Television, 
and _ educational, 
has become a major cultural force 
in this country. And while commer- 
cial tv has, perhaps, reached almost 
to its saturation point, there is still 
much room for the growth of edu- 
cational television. 

The experiences of educational tv, 
working with limited budget and 
facilities, should be of interest to 
smaller advertisers, while all busi- 


commercial 


ness men should be concerned with 
their ability to build institutional 
good will and perform a_ public 
service at the same time, by supply- 
ing assistance to their community 
educational organizations. 

While not specifically aimed at 
obtaining business participation, 
this pamphlet is useful background, 
with its bibliography and appen- 
dixes, for all who have some con- 
cern with television as 
tional force. 


an educa- 


© 36th Art Directors Annual, by 
the Art Directors Club of New 
York, Farrar, Straus & Cudahy, 
New York, 368 pages, $12.50 

This welcome addition to the series 
of handsome volumes reporting the 
annual exhibits of advertising and 
color as well as in black and white, 
editorial art is a must for any seri- 
ous library in the design and art 
fields. In its pages are found, in 
the favorite pieces of work from 
all over the country. To quote edi- 
tor Robert C. Atherton’s foreword, 
“Here is the 1957 edition of the 
book that is all things to all people 
in the graphic arts profession, prob- 
ably too arbitrary and modern for 
some; too buckeye and pedestrian 
for others The important fact 
is that this Annual does exist and 
contains the fuel that feeds fires of 
controversy in studios from coast to 
coast.” 


@ Sparks off my Anvil, by James 
R. Adams, Harper & Brothers, New 
York, 171 pages, $3 The co- 
founder of MacManus, John & Ad- 
ams sets down in 314 pithy para- 
graphs his comments on advertis- 
ing principles and practices. Some 
as short as three lines, others a 
page or more, they range from ad- 
vertising strategy to creativity, 
copywriting and media. It’s the 
kind of book which is worth hav- 
ing close, to dip into and browse 
through at odd moments. Short ex- 
cerpts, such as_ these, only 
You have to read it all to 
savor the fine taste and good judg- 
ment of the author. 


are 
teasers 


If you think (an advertise- 
ment) will be seen, if you think it 
will be properly impressive. and if 
you think it promises sufficient 
personal reward for the reader, you 
can feel fairly 
your signature.” 


sure in giving it 


a 


tor 


had to 
improving 
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out their underlying purposes and 


objectives.” . 
“So many advertisers feel that GRACE M c T A L 5 i G N S 
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e Better Business Relations through 
Employee Publications, by the Busi- 


ness Relations Dept., Chamber of » 7 
Commerce of the U.S., Washington, TAA ee J os 
47 pages, 50c . . . One of a series Te proc UCTION 


issued by the Business Relations 
Dept. of the Chamber, this shows, 
through actual examples, how in- 
ternal publications handle some of 
the aspects of personnel relations. 
For the responsible executive, this 
will serve as a handy reservoir of 
ideas for tackling some of the more 
difficult subjects that come within 
the scope of internals. Also useful 
are a checklist of “Do’s and don'ts” 
and a reading list. 
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REACHES 
MORE 
ADVERTISING 
AGENCIES 





than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 


ADVERTISING REQUIREMENTS 


May 1958 


AUGUST, 1958 


Aug. 1-31 
National Sandwich Month .. . spon 
sored by all segments of the food indus 
try and various mass media. Coordina 
tor: Wheat Flour Institute, 309 W. 
Jackson Blvd., Chicago 6. 


Aug. 1-Oct. 31 
Old Stove Roundup «ae sponsored by 
American Gas Assn., 420 Lexington 


Av., New York. 


Aug. 3 
Friendship Day . . . sponsored by Hall- 
mark Cards Ine., 25th and MeGee, 
Kansas City 41, Mo. 


Aug. 7-14 
Vational Clou n R eek Se sponsored by 
the Clown Club of America, 18 Beal St., 


Trenton, N. J. 


Aug. 8 
International Character’ Day . . © spon 
sored by Intl Assn. of Characters, Box 
1977, Phoenix, Ariz. 


Aug. 14 
V-J Day (end of war with Japan). 


Aug. 18-23 
National Denim Week . . . sponsored 
by the Denim Council, 375 Fifth Av., 
New York 16. 


Aug. 19 
National Aviation Dav... 
tial Proclamation). 


Aug. 22-29 
Vational Canned Salmon Week... 
sponsored by Assn. of Pacific Fisheries, 
302 Colman Bldg.. Seattle, Wash. 

Aug. 31 
Labor Sunday .. . sponsored by Natl 


Council of Churches, 297 Fourth Av., 
New York 10 


(Presiden 


Packaging Institute Nominations 

Sponsored by Packaging Institute Inc.. 
342 Madison Av... New York 17. Covers 
nominations of beth companies and in 
dividuals with two separate awards. The 
Corporate Award is for that) company 
which has best commercially integrated 
packaging materials equipment and 
methods in the packaging of their prod 
uct. The Professional Award honors the 
individual who has made oustanding 
contributions to the teld of packaging 
technology. Competition is eligible to 
any corporation or individual in the 
United States. 

Closes May 15, 1958 





Sherwood Television Awards 

Sponsored by The Fund of The Re- 
public, 60 East 42nd St.. New York; 
Robert M. Hutchins. president. Open to 
all television programs not related to the 
Fund which deal with a topic related 
to freedom and justice shown on com- 
mercial stations in the U. S. and _ its 
territories. Programs considered to have 
merit will be eligible for the Robert 
E. Sherwood Awards consisting of a 
hrst prize of $10,000 and four addi- 
tional awards of $1,000 each. 

Closes May 31, 1958 


Corporate Annual Survey 

Sponsored by Financial World, 17 Bat- 
tery Place, New York 4. The only con- 
tinuing study of current practices of 
leading corporations in reporting to 
their stockholders. Awards include cer- 
tiheates, “Oscar-of-Industry” — trophies. 
To enter, forward two copies of annual 
report. to; Howard LL. Sherman. 

Closes June 2, 1958 


Specialties and Calendars 
Sponsored — by Advertising Specialty 
Vatl. Assn., 1145 19th St... NW, Wash- 
ington 6; Ralph Thomas, Executive Di- 
rector, Open to businessmen who use 
advertising specialties and calendars in 
advertising, merchandising or public re- 
lations activities; also to anyone who 
buys, sells or uses them for a business 
purpose. Cash prizes also are given for 
best descriptions and documentations. 
Closes July 1, 1958 


Miles Kimball Awards 

Sponsored by Mail Advertising Service 
{ssn. Intl.. 18120 James Couzens Hewy.. 
Detroit 35. Open to creators and produc 
ers of outstanding direct mail material: 
originators of new methods or machinery 
used for direct mail production; users of 
direct mail who have significantly influ- 
enced the industry, authors and teachers 
of direct mail. Nominations should in- 
clude name and title of individual mak- 
ing the nomination, as well as name and 
detailed qualifications of the nominee. 
D. W. Hacker, Chairman, Miles Kimball 
Award Committee, Lettercraft Co. 13001 
Puritan Ay... Detroit 27. 

Closes July 10, 1958 


Retail Packaging 

Sponsored by Variety Store Verchan 
diser, 419° Fourth {v.. New York 16 
Covers any package, new or old, sold in 
any variety chain during the past year. 
Entries are judged in eight classifica- 
tions including cosmetics and __ toilet 
voods, toys and games, household and 
housewares, hardware, paint and_ elec- 
tries, notions and related lines. soft lines 
and ready-to-wear, stationery, miscella- 
neous (novelties, holiday lines, edibles. 
etc.) “Best package of the vear” re 
ceives bronze plaque. 

Closes Aug. 31, 1958 
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The added eye appeal of color 

paper itself. With only ONE-color 

advertising piece strikes the center of your sales 
target with a forceful, THREE-color impact. 
“Trick” trims, folds and die cuts add further to the 
versatility and effectiveness of Duplex Enamel. .— 
Duplex Bristol for postcards also increases results. 
A portfolio containing unusual samples printed 
on Woodbine DUPLEX and a generous assortment 
of trim and fold combinations will be mailed to 
you on request. 
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wertising Requirements 


in Local Markets 


Publicity on the local level 
is a lot different from run- 
ning a national campaign. 
Here are some pointers 


from a man who has han- 
died both. 


By Joseph Field, Director 
Ruder & Finn Field Publicity Network 


New York 


“If we did as well as this in New 
York, which you say is _ pretty 
tough,” declared the client, “then 
let’s just send the story out all over 
the country.” 

Not worth a wire pickup, the 
story received practically no atten- 
tion at all from editors in other 
parts of the nation. Without a local 
angle, and merely arriving in the 
mail, the publicist’s creation, a fine 
story with a New York angle, got 
nowhere when it reached the prov- 
inces. 


> “Boston,” said the client, “is par- 
ticularly strategic to our marketing 
plans. Let’s rush a model up there 
and put her on every television sta- 
tion they have.” 

Boston has only two commercial 
tv stations, and in addition, there 
was no program suitable for the 
particular pitch the model was 
hired to give. That was the end of 
the projected television saturation 
campaign in Boston, and the client 
never got his editorial message to 
the Cabots, let alone the Lowells. 

So it goes all the way down the 
line. What’s good in New York, falls 
flat on its fanny in Omaha, and 


vice versa. To be effective, local 
publicity planning must take into 
consideration the specific local fac- 
tors such as the media, but also the 
kind of stories which will have a 
local appeal, the type of material 
which the newspaper reader and 
television viewer and radio listener 
is accustomed to, and a score of 
other angles which must never be 
overlooked if effective publicity is 
to be achieved in a specific city. 


And these days, reaching a local 
city actually means reaching a huge 
metropolitan and interurban area. 
Although for convenience it’s called 
local publicity, a more appropriate 
name for it might be area publicity. 


> Obviously, there are certain re- 
quirements to make a local or area 
publicity program worth while. Such 
a program should not be set up by 
itself unless a new product is being 
introduced market-by-market or 
unless there is a strategic marketing 
reason for emphasis to be placed in 
a particular market or combination 
of markets. 

Generally speaking, a local pub- 
licity program will supplement 
and fortify both the advertising 
schedule and the broad, national 
p.r. program basically involving na- 
tional media. Local publicity fits 
like a glove on the outstretched 
hand of an over-all national adver- 
tising and _ public 
paign. 

Of course, just as with advertis- 
ing, a most effective way to begin 
a new marketing program in terms 
of publicity is to start in a group of 
cities and then continue until a na- 
tional campaign becomes necessary 


relations cam- 


from a marketing point of view. 

It works both ways. But as with 
any other division in the marketing 
picture, make sure it dovetails with 
all of the other elements of your 
over-all planning. 


> To help you plan a local publicity 
program, here is a five-point list 
which sums up the strategic re- 
quirements for a successful cam- 
paign: 


1. There should be a sound mar- 
keting reason for emphasizing cer- 
tain specific local markets. (Are you 
introducing a new product market- 
by-market? Are your sales weaker 
in some cities than they should be? 
Do you want to test a new package 


or label?) 


2. Your local distributor should be 
in a position to take advantage of 
the publicity. (Is he or a client 
representative available to work 
closely with the publicity man and 
cooperate with him in merchandis- 
ing results?) 


3. You, or your publicity repre- 
sentative, should have a rundown 
on local conditions, such as media 
acceptance of brand _ identification, 
available media, etc. 


4. Your product or message should 
have the potentials newsworthy 
and colorful elements which can 
be used for promotion. (Don’t try 
to make this assessment yourself, 
but get the opinion of a local pub- 
licity specialist.) 


5. Your product or message should 


have the potentials for a short-term 
promotion. Generally, local public- 
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ity should be handled in terms of a 
hard-hitting, 
uration 


short-duration, _ sat- 
campaign. Otherwise, it’s 
too expensive if you're thinking of 
publicity programs in 30 or 40 mar- 
kets. (Is there anything new, even 
if it's only a package, which can 
serve as the theme for a _ strong, 
two-month campaign? ) 


> Let us now assume that on the 


basis of the 


criteria summarized 


above, your product, service or 
message lends itself to local public- 
ity. What is the next step before 
embarking on a series of local pro- 
grams? 

The next step is to develop mate- 
rials—stories, features, photographs, 
exploitation ideas—which the local 
publicist can use or revise to fit 
local conditions. Such an editorial 
kit should be regarded as a ‘“~ust” 
for a multi-city job. 

Once the kit is prepared—or in 
conjunction with it—one of the best 
devices you can work out is to ar- 


range for a traveling personality. 


> The “personality” can be a man, 
woman, child or even animal who 
will be available to visit local cities 
and spend perhaps a week in each. 
If the personality or in the case 
of an animal, his trainer has any- 
thing at all interesting to say, into 
which product mention can be 
woven, there won't be too much 
difficulty in placing him or her on 
local television and radio programs 


and in arranging for newspaper in- 
terviews 


For example, a 
facturer 


hosiery manu- 


received a_ staggering 
amount of publicity through a trav- 
eling stylist, who discussed coor- 
dination of hosiery with the rest of 
the outfit. The tv women show com- 
mentators loved her. 

They also adored the girl who 
specialized in men’s fashions 
and so did several leading men’s 
outfitters who featured her in their 
advertising as available for in-store 
consultation. 

For a manufacturing 
anti-freeze, nothing could have been 
more 


company 
successful than a_ traveling 
automotive engineer, who discussed 
do’s and don’t’s of winterizing your 
car. He was interviewed heavily in 
newspapers as well as on the air. 


> Don’t assume that a traveling per- 
sonality is an absolute requirement 
for a local publicity campaign. It’s 
very helpful but by no means nec- 
essary for a skillful local publicist, 
who, if necessary, can hire a local 
expert right on-the-scene, or even 
arrange for local distributors and 
retailers to be interviewed. 


* May 1958 


On the other hand, an official of 
the company often will do very 
well, if he is sufficiently articulate, 
and he usually is. After all, who 
knows more about a product and its 
ramifications than a man who is di- 
rectly concerned with it? 

Another factor to keep in mind is 
your advertising schedule. It is en- 
tirely possible to obtain effective 
publicity coverage without any ad- 
vertising at all. On occasion, better 
results have been achieved with a 
newsworthy product unaccompa- 
nied by advertising than with a 
“dull” brand advertised heavily in 
all media. But advertising should 
not, of course, be disregarded. 

What a planned, local publicity 
campaign can do is to back up your 
advertising by obtaining implied 
editorial endorsement for your 
product through a series of stories, 
photographs, television and _ radio 
interviews, even column items. 


> Finally, the importance of mer- 


your 
idea 
Album 


chandising your publicity cannot be 
overemphasized. The best possible 
advice any advertising or publicity 
practitioner can give to his clients is 
to tell them: “Get to the trade!” 

Never rest on your _ publicity 
laurels on the stories and pic- 
interviews and_ plugs 
themselves. Let the trade know 
about them. Do a series of reprints 
and have the sales force deposit 
them with important customers. Do 
a mailing to your customers cover- 
ing the important publicity place- 
ments. Like the men’s clothing 
manufacturer who used a female 
fashion expert, work directly with 
the trade, and win the enthusiasm 
of your distributors. 

You may be surprised. You may 
find that the trade is even more im- 
pressed with this coverage right in 
their own media than with that 
double-spread in Life. And if they’re 
not, arrange for some of the more 
important retailers to be 
viewed themselves! 
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Blind Visitor Six year old Raymond 
Kajowski is shown just how a railroad 
perates 


Birthday Station 
ribbons, the Long Island akes a party 
new stator anc 7 new com 
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How The 


Long Islan 
Rail Road 


Builds Good Will 


Unusual techniques have turned the tide in public relations 


for this railroad serving the New York area. 


By Bert Enos 


You'd think that with millions of 
passengers, steam and diesel loco- 
motives, mile-long freight trains, 
tracks running through and over 
mountains—with all the dramatic 
and human material they have at 
their fingertips—the nation’s rail- 
roads would do a bang up job of 
publicity and public relations. 

Yet the very opposite seems the 
case. The railroads, as far as pub- 
lic relations are concerned, seem 
almost dehumanized. 

Too much legislative concern with 
their competitive position seems 
one of the reasons for the refusal 
to use a tool like public relations 
that has been of paramount im- 
portance in many another industry. 
A hide-bound tradition that resists 
change may well be another. 

3ut there are signs that the rail- 
roads are waking up—that sooner 
or later public relations will come 
into its own in this multi-billion 
dollar industry. 


» One of the signs is the public re- 
lations program of the Long Island 
Rail Road —a program that has been 
a big factor in pulling that railroad 
from the red into the black 
The Long Island is primarily a 
passenger 


railroad, carrying = an 


average of 285,000 passengers to and 


from New York daily. Its 1956 to- 
tal number of passengers carried 
was 75,276,990 and passenger serv- 
ice that year accounted for 74.7% 
of the road’s gross revenue—a re- 
sounding $48,222,260. 

The Long Island’s RR program, 
under Director of Public Relations 
Jim Schultz, embraces these char- 
acteristics: 


e A nose for news. 


®@ A willingness to forget tradition, 
even though the result may appear 
undignified to others. 


e A refreshing willingness to talk 
about itself—the Long Island does 


not hide its light under a bushel. 


e A genuine liking for and interest 
in people—its customers and biggest 


stock in trade 


’ Dashin’ Danis 
latest slightly 
frenzied person embodies all these 
characteristics. 


Long Island's 


venture, and_ his 


Dashin’ Dan was conceived one 
dull, dreary afternoon in a Long 
Island brainstorming session. For a 
long time the railroad had felt it 
needed a_ light-hearted, let’s-grin- 
together sort of emblem to replac 
the drab “LI” in a circle that had 
been serving as the road’s official 
logo 

The brainstorming session was an 


attempt to bring this need for a 
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new emblem to a head. Out of it 
emerged, in the form of a very 
sketchy doodle, the basic concept 
for Dan and the Route of the Dash- 
ing Commuter. 

A cartoonist was hired to give 
life and substance to the doodle, 
and the finished sketch won en- 
thusiastic Long Island approval. 


> The sketch showed a madly dash- 
ing commuter, brief case and um- 
brella in one hand, necktie flapping 
in the breeze and hat brim turned 
up against the wind, running for 
his train. The train isn’t shown 
just the commuter in a circle—but 
the inference is plain enough. “The 
Route of the Dashing Commuter,” 
says the logo, and below, “The Long 
Island Rail Road.” 

“We should like to point out,” 
the LIRR says gravely, “It is Dan 
who is late. The train, of course, is 
on time.’ (The Long Island has 
long boasted—and with reason—of 
the way its trains maintain sched- 
ules. Its on-time performance for 
1956, for example, was 96.9%.) 


>» Next step was to find if other peo- 
ple liked Dashin’ Dan as much as 
did Jim Schultz, President Tom 
Goodfellow and other company offi- 
cials. 

The LIRR ran off a few letter- 
heads, which were used by Presi- 
dent Goodfellow and Jim Schultz 
for their 
spondence. 

Reaction was good, and Dan was 
then given the place of honor on the 
back cover of the company’s car- 
toon-illustrated annual report to its 
employes and “neighbors” (read 
customers). 

From then on Dan’s future was 
assured. 


more informal corre- 


> Local newspapers picked up the 
story and the Long Island Press 
gave Dan the full name he’s’ been 
using ever since—‘“Dashin’ Dan, 
the Commutin’ Man.” 

The Press aptly defined Dan’s 
function too, and in terms of long- 
recognized Long Island practice. It 
said, “His job is to take the formal- 
ity out of dealing with people .. . 
if the commuters like him, there’s 
no telling how far he can go.” 

After his debut, Dan moved fast. 
He now decorates railroad signs 
and 24-sheet posters, he’s replaced 
the circle “LI” on the company’s 
employe  publication—The  Rail- 
roader—and at present is being 
readied to decorate a new format 
for LIRR press releases. 

Dan also has been put in color 
and several thousand decals fea- 
turing the new logo have been 
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printed. They are used to decorate 
cigaret lighters, model trains, em- 
ploye windshields, etc. Just recent- 
ly the road’s engineering depart- 
ment stuck them on all its safety 
helmets. 

Books of Dashin’ Dan matches 
may be next—and there’s even a 
possibility that Dan will be used as 
a symbol on the sides of Long Is- 
land passenger cars and diesels. 


> Dan also has acquired a girl 
friend. She’s “Lilco Lil,’ a blonde 
cutie who adds eye appeal to the 
car-card, 24-sheet poster and news- 
paper ads of the Long Island Light- 
ing Co., one of the LIRR’s best 
freight customers. 

The match-making was not with- 
out mercenary motives. LILCO was 
opening a new $30 million power 
station, which would bring a lot of 
coal-carrying business to the Long 
Island Rail Road. 

The introduction of Dan and Lil 
took place at a dedication luncheon 
in the new LILCO plant. At the 
lunch President Goodfellow de- 


Omnipresent Dan. . 


livered a giant postcard to LILCO 
President Errol W. Doebler. The 
postcard conveyed Dan’s greetings 
and best wishes to Lil “on the open- 
ing of her new waterfront home.” 
Then it cajoled, “And keep those 
coal trains rolling, for we sure can 
use the business, Baby!” The post- 
card now hangs in a permanent 
place in the new LILCO plant. 


> That’s the saga of Dashin’ Dan, a 
public relations program that is 
heart-warming and appealing and 
that has won hundreds of friends 
for the once-not-so-popular Long 
Island Rail Road. 

While Dan was more or less a 
“dreamed-up” public relations piece 
to fill a felt need, other Long Is- 
land p.r. gestures have come about 
because the road is quick to rec- 
ognize a p.r. possibility and not at 
all hesitant about exploiting it to 
the hilt. 


> Take President Goodfellow’s let- 
ter to the future president (A.D. 
2007) of the Long Island, for ex- 
ample. That letter was buried in 


. The popular symbol is finding places all over the company. He 


is being used on ticket punch holders, compacts, bookends, safety helmets, and even 


on the windshields of employes’ cars. 





a time capsule as a feature of the 
Railroad Community Committee of 
Central New York’s participation in 
the New York State Fair. 

(You may be sure the press had 
copies of the letter before it got 
buried for 50 years!) 

Said the letter in part, “Dear 
Successor: I have no hesitancy in 
writing you, for I feel sure there 
will still be a Long Island Rail Road 
in 2007. By then, rocket trips to 
the moon may be almost as unex- 
citing as a ferry ride to Staten Is- 
land. But I firmly believe the LIRR 
will still be the fastest, safest, most 
comfortable and most economical 
way of commuting between the Is- 
land and New York.” 

The letter included comments 
about dieselization, running sched- 
ules, passenger (‘“they’re mighty 
nice folks”) complaints, etc., and 
concluded, “We're trying to lay a 
good, solid foundation for the rail- 
road you'll be operating in 2007. We 
still have a long way to go, but 
we've made a lot of progress.” 

Needless to say, the letter got a 
lot of publicity, not only in the Long 
Island press but in the national 
railroad press as well. 


> Another Long Island gimmick 
that got a lot of mileage was al- 
lowing commuters to decide what 
colors they wanted their stations 
painted. The station-painting pro- 
gram started some time ago and is 
a continuing one. 

Townspeople in the communities 
served by the Long Island were 
(and still are) asked to vote for the 
colors they wanted their stations 
painted. The balloting, in every 
case, was widely publicized. Once 
the decision was made in a com- 
munity, the Long Island arranged 
for members of the Chamber of 
Commerce or similar civic group to 
dress in painters’ overalls and caps 
and start the paint job, which later 
was finished by professional rail- 
road painters. 

A typical news release in the sta- 
tion-painting program starts off, 
“Far Rockaway and Bethpage are 
a good 20 miles apart, but they’re 
next door neighbors as far as tastes 
in colors are concerned.” The re- 
lease then went on to point out that 
voters in both communities had 
chosen the same colors for their 
depots. 

The very latest twist on the paint 
project is to have employes decide 
on colors for railroad facilities. Em- 
ployes were given a range of 24 
colors to vote for in decorating 
new enlarged lunch, shower and 
locker facilities in the road’s re- 
built inspection shop. 


Veteran Tourer... 
Harry Tennant, re- 
tired Chicagoan, likes 
the LIRR so well that 
in one summer he 
flew East four times 
for excursions on it! 


> Another stunt that embraced com- 
munity relations came about when 
the railroad decided to build a new 
station at the previously mentioned 
Bethpage. Completion of the new 
station was scheduled to coincide 
with the end of the community’s 
week-long celebration of the change 
of its name from Central Park. 

The new station was dedicated 
by President Tom Goodfellow, who 
presented a 14’’-to-the-foot scale 
model of it to the five-year-old 
born closest to the 1 p.m. time of 
the dedication ceremony. 

On the big day the station was 
dressed up with a huge pink bow 
on its roof and was treated as a 
birthday gift to the community. The 
model, similary decked out and 
treated, was a gift to Tommy Ga- 
berlavage, whose birth time was 
five hours and 46 minutes after the 
dedication time. 


> The Long Island Rail Road likes 
kids. Not so long ago Raymond 
Kajowski, a six-year-old blind boy, 
wrote a letter in braille to the rail- 
road, asking if he could “see” a 
real train. The Long Island pro- 
vided Raymond with the biggest 
day in his young life, including a 
visit to the shops and a ride in the 
cab of a diesel. 

After the visit, PR Director Jim 
Schultz wrote Raymond a letter 
(in braille) saying, “It’s been quite 
a while since you came in to see 
us, but the folks around here still 
talk about your visit . . .” The let- 
ter included copies of newspaper 
and magazine stories which had 
featured Raymond’s day on the 
Long Island. 


>’ Nor does the Long Island stick 
within its geographical limits. It 


discovered Chicagoan Robert H. 
Tennant, 65, who retired last year 
after more than 34 years as a serv- 
ice man for the Commonwealth 
Edison Co. Mr. Tennant is a Long 
Island fan—he’s flown in to New 
York four times in as many months 
to take tours offered by the Long 
Island Rail Road. 

Mr. Tennant flies east on a 
Thursday, returning to Chicago the 
following Tuesday. After his latest 
junket—a rail-bus-boat trip across 
Long Island Sound to Bridgeport, 
Conn.—Mr. Tennant said, “If I’m 
living and my money holds out, I'll 
be back on the Long Island Rail 
Road next year.” 

It’s obvious, of course, that east- 
ern and mid-western papers heard 
about Mr. Tennant and his love for 
the LIRR. They got pictures of the 
LIRR fan, too. 


> There still are some stuffy rail- 
roaders who feel that Long Island's 
personal kind of publicity is not 
“dignified” enough for the railroad 
business. To all such Long Island 
says, “If there’s any one thing we 
can ill afford right now, it’s a too- 
conscious attempt at dignity.” 

The 1956 “annual report to our 
employes and neighbors’—the one 
with Dashin’ Dan on the back cover 

gives concrete evidence of the 
correctness of that attitude. 

According to the report, 1956 
ended up with a net income of some 
224 over that of 1955—and 1955 
was the “first year since wartime 
1945 that the railroad had been in 
the black.” 

There’s no question but that 
Dashin’ Dan and all of Long Is- 
land’s publicity efforts have played 
a decisive role in that railroad’s re- 
juvenation. 44 
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see how they run... offset! 


Remington Rand Plastiplate® 
— Your Choice of Three 


The New, Multi-purpose PLASTIPLATE, the one plate 
developed for these processes — Xerography and gen- 
eral Direct Image work. Now—flexibility by stocking 
just one plate...and... 

The New, truly modern Pre-Sensitized Photographic 
PLASTIPLATE. Image immediately visible — beautiful 
linework — superb halftones — excellent coverage on 
solids. Finally ... 

The Unparalleled Direct Image PLASTIPLATE—bet- 


ter than ever-—the finest heavy duty offset plate es- 


pecially designed for the busy shop. 


26 * ar * May 1958 


But prove it for yourself. For free samples, fill in the 


coupon; see what PLASTIPLATE can do on your press. 


DIVISION OF SPERRY RAND CORPORATION 


Room 1514, 315 Fourth Avenue, New York 10 


Please send me free samples of: 

-] Multi-purpose PLASTIPLATE 

(] Pre-sensitized Photographic PLASTIPLATE 
~] Direct Image PLASTIPLATE 


NAME 
FIRM 


ADDRESS 


ee 





Back Stage . . . The scene behind the screen just before a and the two Cellomatic projectors. The 


16mm arc projectors are on the floor to 


presentation. On the platform are two 
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sound effects men 


the left. The author is on the far left. 


How to Stage a Meeting 


It’s the little things that make big meetings 


good meetings, and the Television Bureau of Advertising 


lists the little things it has learned to watch. 


By George Huntington 
Director of Sales Development 
Television Bureau of Advertising 


New York 


Of the presentations prepared by 
the Television Bureau of Advertis- 
ing (TvB), the most complicated 
are the major ones which are given 
to audiences of a thousand or more. 

These are complicated shows, in- 

volving wide screen techniques, lots 
of slides, multiple projectors, sound 
effects. We use the Cellomatic pro- 
jectors for a kind of limited anima- 
tion, arc motion picture projectors, 
sound effects, and other devices. All 
in all, each is a major production, 
and we have learned that a success- 
ful meeting depends upon attention 
to all the details and there are 
many of them. 
This article has been adapted from a 
speech given at the New York Indus- 
trial Audio-Visual Exhibit, held last 
Fall. 


> The first step in putting on a 
major presentation is to select the 
location. We need to find a place 
large enough, well-known enough, 
with adequate parking, good serv- 
ice, a fine reputation. Among the 
places we have used in the past are 
the grand ballroom at the Waldorf, 
the Coconut Grove in Los Angeles, 
and similar spots. 

The next step is to recruit your 
audience. We send a personal letter 
to each person on our mailing list. 
This list has been brought up-to- 
date by each of our salesmen. 

The mailing list goes out to our 
members, tv stations, station repre- 
sentative groups, networks, in the 
presentation city. They are asked to 
re-invite the same people. Don’t 
worry about asking somebody more 
than once. The more he is asked, 
the more likely he is to come. 

Our original mailed invitation 
tells the time, the place, the length 
of the presentation. It includes its 
title and a little bit about what it 


is all about, but not too much. 

We enclose a return card so we 
can see who will be there, and fol- 
low up on those who will not. We 
send out a reminder postcard, again 
giving the date and time. We send 
their secretaries a reminder note on 
a calendar page, using both Gregg 
and Pitman to pique their interest. 


> For a meeting time, we have 
settled on 9:30 a.m. This gives us 
the entire night before to set up and 
to rehearse. We have also learned 
that it is easier to get a ballroom in 
the morning. And also that coffee is 
cheaper than gin. At a morning 
presentation we don't have to have 
a bar. People come directly from 
home to our meeting, and then go to 
the office. There are few appoint- 
ments scheduled so early, and less 
chance of our audience getting side- 
tracked. 

In addition, we check with the 


police for a license, which New 


. continued on page 30 
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Now! You can prepare 
your own visual aids 


on-the-spot as easily 


as this... 





New Ozalid 


EB 








~ 


EXPO SE. Place original and Ozalid paper 


together. Set timer. Expose. 


Projecto-Printer Kit 


Simple, speedy way to make transparencies 
for overhead projection 


Any one of these dealers is ready to demonstrate 


ALABAMA 


Birmingham 


Audio Visual Film Service 
2114 8th Avenue, North 


ARIZONA 
Phoenix 


Kelton Audio Equip. Co., Inc. 


808 North Ist Street 


CALIFORNIA 


Fresno 


Tingey Company 
847 Divisadero 


Los Angeles 


Victorlite Industries, Inc. 
4117 West Jefferson Bivd. 


Sacramento 


McCurry Foto Company 
8th and Eye Streets 


San Francisco 


Photo and Sound Company 
116 Natoma Street 
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COLORADO 

Denver 

Davis Audio-Visual Company 
2023 East Colfax Avenue 
CONNECTICUT 

New Haven 

H. B. Motion Picture Service 
174 George Street 

FLORIDA 

Ft. Lauderdale 

Mr. Gordon S. Cook 

P.O. Box 2306 

Miami 

ideal Pictures Company 

55 N.E. 13th Street 
GEORGIA 

Atlanta 


Colonial Film and Equipment 
Company 
71 Walton Street, N.W. 


ILLINOIS 


Blue Island 


Consolidated Watland, Inc. 
13039 S. Western Avenue 


Chicago 

Midwest Visual Equipment 
Company, Inc. 

3518 W. Devon Avenue 

INDIANA 


Fort Wayne 

Wayne Camera and Visual 
Equipment Company 

1231 East State Street 

indianapolis 

Indiana Visual Aids Co. 

726 North Illinois Street 


South Bend 

Burke’s Motion Picture Co. 
434 Lincoln Way West 
IOWA 

Des Moines 

Midwest Visual Education 


Service 
1108 High Street 
KANSAS 


Wichita 


Roberts Audio Visual Supply 
1330 Fairmount 


KENTUCKY 
Louisville 
Hadden Films, Inc. 


422 W. Liberty Street 
LOUISIANA 


New Orleans 
Jasper Ewing & Sons, Inc. 


725 Poydras Street 
MASSACHUSETTS 


Boston 
Smith’s Photographic Store 


219-221 Massachusetts Ave. 


MICHIGAN 
Detroit 
lee Visual Education 


ervice 
4754-58 Woodward Avenue 


Kalamazoo 


Locke Films, Inc. 

124 W. South Street 

Newman Visual Education 
Company 

783 West Main Street 


MINNESOTA 

Minneapolis 

Midwest Audio Visual Co. 
10 West 25th Street 
MISSISSIPPI 

Jackson 

Jasper Ewing & Sons, Inc, 
227 East Pearl Street 
MISSOURI 

St. Louis 

W. Schiller Company, Inc, 
1101 Clark 

Webster Groves 

Reed Audio Visual Company 
167 South Elm Avenue 
NEBRASKA 

Lincoln 


Stephenson School Supply 
Company 
935 “O” Street 


NEW JERSEY 


East Orange 


Oscar H. Hirt 
191-193 Central Avenue 





DEVE LOP. Process exposed negative and 


positive film together. 


e@ There’s no more need to be a photographic tech- 
nician in order to prepare your own transparencies 
for overhead projection. With Ozalid’s ‘‘do-it-your- 
self’? Projecto-Printer Kit anyone can prepare on- 
the-spot transparencies from visual materials con- 
tained in textbooks, manuals, charts . . . in fact, any 
printed material. You can get dozens of new visual 
effects and colors, inexpensively, in minutes. No dark- 
room and no trays! And the Projecto-Printer is 
completely portable. 

Ozalid has set up a nationwide network of visual 


_ Ie LA PS 

PEEL A ART nd you have i 
transparency for projection. For translu- 
cent originals, the process is even simpler! 


aids dealers to assure you of helpful advice and fresh 
materials. For a revealing, dramatic demonstration 
of these new techniques in visual aids, call your local 
dealer. He’s listed below! Don’t miss his ‘““D”’ Day 
Demonstration! 


ZALID 
tau aids- 


A Division of General Aniline 
& Film Corporation 


Johnson City, New York 


this exciting new technique in visual aids 


NEW YORK 

Buffalo 

Philip L. Burger 

212 Summit Avenue 
Binghamton 

Wilbur Visual Service, Inc. 
28 Collier Street 
Rochester 

James E. Duncan, Inc. 
139 North Union Street 
Westbury 

Ken Killian Company, Inc. 
723 Prospect Avenue 
Yonkers 

Ideal Motion Picture Service 
371 St. Johns Avenue 
NORTH CAROLINA 
Charlotte 

Christian Film Service 
1302 E. 40th Street 
Hickory 


Wilfong & Kendall School 
Supply Company 
230 Trade Avenue 


OHIO 

Akron 

Akron Camera Co., Inc. 
1667 W. Market Street 
Athens 


Vere Smith's Audio Visual 
Service 
42 N. Court Street 


Cincinnati 


Ralph V. Haile & Associates 
326 E. 4th Street 


Cleveland 

Harpster Audio-Visual 
Equipment 

13902 Euclid Avenue 

Tonkin Visual Methods, Inc. 

18010 Euclid Avenue 


Dayton 

Twyman Films 

400 West Ist Street 
OKLAHOMA 


Oklahoma City 


Triangle Blue Print & 
Supply Co. 
525 North Robinson Street 


Tulsa 


Triangle Blue Print & Supply 
Company 
314 South Cincinnati 


PENNSYLVANIA 


Harrisburg 


J. P. Lilley & Son 
928 N. Third Street 


Philadelphia 


Oscar H. Hirt 
41 North Eleventh Street 


SOUTH CAROLINA 


Columbia 


Green's Audio-Visual Center 
4016 Kilbourne Road 


TENNESSEE 


Knoxville 


Frank L. Rouser Co., Inc. 
315 W. Cumberland Avenue 


Memphis 
Ideal Pictures Company 
18 South Third Street 


Nashville 


Graphic Reproductions, Inc. 
122 5th Avenue, North 


TEXAS 


Dallas 


Texas Educational Aids 
of Dallas 
4006 Live Oak Street 


Houston 


Texas Educational Aids 
2606 Fannin 


Lubbock 


Sound-Photo Sales Company 
2107-A Broadway 


San Antonio 


Donald L. Smith Company 
P.O. Box 1736 


VIRGINIA 


Norfolk 

Tidewater Audio Visual 
Center 

29 Southern Shopping Center 


Richmond 


W. A. Yoder Company 
714-16 N. Cleveland Street 


WASHINGTON 


Seattle 


Seattle Art & Photo Supply 
359 Roy Street 


Spokane 


Inland Audio-Visual Co. 
N. 2325 Monroe Street 


WISCONSIN 


Eau Claire 


K. A. Anderson 
Central Audio-Visual Supply 
308 E. Grant Avenue 


Milwaukee 


Photoart Visual Service 
840-44 N. Plankinton Ave. 


Washington, D. C. 


U. S. Microfilm Corporation 
1404 M Street, N.W. 
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ZIP- 
MASTER 


LOOKMASTER 


VIEWMASTER 


5 


\ gyrees MARKET 


HOW 


NOTE- 
MASTER 


DISPLAYMASTER 


Here is a brief showing of the best de- 
signed and most complete line of visual 
sales aids available. Whatever your needs, 
the chances are we have a binder in stock 
and in your size. Stock binders mean low 
cost and immediate delivery. If your needs 
are special, our staff of designers will 
analyze your problem and make recom- 
mendations. Write for catalog No. 558 or 
ask for a sample binder on memo. 


1708 WEST WASHINGTON BLVD. 
CHICAGO 12, ILLINOIS 


- May 1958 


Typical Audience 
. . This group in 
the Gold Room of 
San Francisco's 
Fairmont Hotel is 
intent on TvB’‘s 


presentation. 


York, for example, requires. Or 
with the fire department for its 
clearance, which is necessary in Los 
Angeles. And with unions, which 
you have to do almost everywhere. 

We hire a guard to protect our 
apparatus when we are not there. 
This one man with a gun is cheap 
insurance, for a single wandering 
soul can ruin thousands of dollars 
worth of equipment. What is worse, 
it can leave us no show for several 
thousand people to see that morn- 
ing 

We schedule a man at each of 
the major railway stations to check 
on the arrival of the major com- 
muter trains. If they are late, a 
phone call from the station permits 
us to delay the presentation. In New 
York, a single commuter train can 
hold a third of our audience. 


> We alert the hotel doorman, the 
girl at the switchboard, each of the 
elevator operators and the head 
starter, the information desk, even 
the girl at the cigar counter. We teil 
them all that we are there, which 
room we are using, what time, and 
what the presentation is about. To 
check up, we make a few phone 
calls to the hotel to see if the word 
has got around. 

We set aside a press table and 
label it. One of our people sits 
there, armed with information on 
the presentation and the Bureau. 
He’s ready to answer questions as 
they come up. 

We work with the light man to 
have spotlights on our two speakers. 
We use two speakers to avoid the 
monotony of looking at and listen- 
ing to one man for too long a peri- 
od. We may have one speaker play- 
ing the role of television, the other 
another medium; one asks the 
questions, the other answers. Each 
has his own spotlight and micro- 
phone. 


>» We bring our own sound system, 
complete to loudspeakers. If people 
can’t understand what we are say- 
ing, there is no sense in anybody 
being there. Our own sound system 
is cheap insurance. In most hotels, 


the house system is fine for dance 
bands but poor for voice. As a pre- 
caution, however, we have the hotel 
system wired in with ours, so that if 
ours fails, we can cut over to theirs 
without delay. 

We take out liability and property 
damage insurance for some hun- 
dreds of thousands of dollars. We 
are renting the room, and are re- 
sponsible for any accidents or in- 
juries. 

We hire the head electrician and 
have him stay back stage through- 
out the show, ready for any emer- 
gency. 


> We have a slide projector ready, 
wired into a different circuit, with 
some light art on it just in case 
the large Cellomatic projectors 
break down. So far, this hasn’t hap- 
pened. 

We have a photographer taking 
pictures of members of the audience 
and their reactions, for our sales- 
men to use in follow-up visits. 

We place “Greetings” or “Good 
Morning” cards on _ each table. 
These have room for people to in- 
dicate if they wish to get on our 
mailing list, to have a salesman call, 
or just to ask questions. 

We place tables near the exits, 
with copies of printed material we 
have prepared. Among these is a 
summary of the presentation, which 
includes the basic facts. This can be 
used for later review of our story. 

We rent a room in the hotel for 


Wait for the commercial, Alvin. 





important guests to meet in after 
the presentation. This is particular- 
ly important in a city like Miami 
Beach. We went there to reach top 
executives who were on vacation 
These were men whom we found 
difficult to reach during their usual- 
ly busy office hours, but we were 
able to get them on vacation. 


> These are all small details, but we 
have found that by making the de- 
tails a matter of smooth routine, 
we were able to increase the effec- 
tiveness of our major presentations. 
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Tomorrow's Buyers... 


Industrial Movies Aim 
At Tomorrow’s Buyers 


Additional evidence of the cur- 
rent trend toward ‘“tomorrow’s” 
buyers by aiming certain kinds of 
advertising and promotions at them 
today can be seen in many of the 
free films released by industrial 
concerns. 

The following two films are in- 
teresting and effective examples of 
this clever sales approach. 


Nestle’s A chance to tell 
Chocolate Tree its story has been 

captured by the 
Nestle Company in an imaginative 
and delightful film entitled “The 
Chocolate Tree.” 

While it was prepared primarily 
to be used as an educational aid by 
teachers, the film captures youth- 
ful interest by a captivating, fairy- 
tale type of treatment. 

Using a “dream” kind of candy 
store as background in the begin- 
ning, the story line tells of a fabu- 
lous “chocolate tree” dreamed of 
by the store proprietor when he was 
a boy and then goes back to the 
days of Hernando Cortez and his 
discovery of cocoa beans in South 
America. 

From this point the story de- 


The Chocolate Tree The Nestle Com- 
pany tells the story of the cocoa bean 
from the days of Cortez to today 


chocolate bar in a colorful film 


tea 
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LOOKING FOR ONE-STOP 
16mm TECHNICAL SERVICE? 
TELEFILM DOES EVERYTHING! 


No more rushing of unfinished film from facility to facility... no 
more headaches from divided technical responsibility! Telefilm 
gives you everything under one roof...with personalized 
supervision at every step: 
° Sound recording Color duplicating 

° Re-recording Reduction printing 

° Music library Titles — animation 

¢ Cinematography ; aaa ee 

e Editing Black & white printing 

¢ Workprint Black & white laboratory 
e Edgecoding Fireproof vault 


This complete integration means closer quality control, faster 


delivery. Air shipment cuts transit time. For a free estimate on 
your job, just write or phone. 


TELEFILM 6039 Hollywood Blvd. 
Hollywood 28, Calif. 
'ncoreoOorRATEOD Telephone HOllywood 9-7205 


A leading 16mm motion picture technical service since 1938 


You Get Something 
Extra at API 


Advertisers may combine their total number of insertions in— 


® Advertising Requirements 
® Advertising Age 
® Industrial Marketing 


—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


ADVERTISING PUBLICATIONS, Inc. 


200 FE. Illinois St., Chicago 11, Illinois 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


Made of Metal Compact and Attractive. 
Over 250,000 in Use 


Full price 549° with cards 


24-PAGE BOOKLET NO. R-100 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N. Y. 


Oravisual easels 


Built and sold by the 
world’s only exclusive 
manufacturer of visual 
aids for the office and 
conference room. 


Inventory, 


Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 


CAMERAS -—— ART AIDS $485 & UP 
S SAVERS PRINTING 


SILK SCREEN 
j Oecler Inquiries lavited 
’ LACEY-LUCI PRODUCTS CO 
| tra venue 
= Newark 2, N. J. 
. WRITE FOR CATALOG AR 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


32 + ar + May 1958 


velops naturally to show the later 
history of the cocoa bean until it 
moves to the Fulton Chocolate 
Works where the manufacturer of 
Nestle’s myriad cocoas, bars and 
other products are shown. The end 
of the film shows the materialization 
of the fabulous chocolate tree. 
Professional treatment of the film 
included a script by scenarist John 
Capsis, a cast of professional actors, 
and location shots on two continents. 
The film was produced by United 
States Productions and is being re- 
leased by Modern Talking Picture 
Service, 3 E. 54th St., New York 22. 


Let’s Take 
Pictures! 


A fast-moving, ed- 
ucational film 
geared to high 
school and college photographers 
has been released by Riken Optical 
Industries, New York, for free 
group showings and tv viewing. 

Using the documentary technique 
to demonstrate the do’s and don’ts 
of amateur photography, the 16mm 
film illustrates simple but valuable 
hints and methods for both reflex 
and 35mm _ photography. 

The 13-minute film, entitled 
“Let's Take Pictures,” gives the 
youngsters a thorough coverage in 
the most common problems of pic- 
ture-making from fast-action shots 
at a track meet to glamor portraits 
shot under different lighting con- 
ditions. 

While it is carefully non-com- 
mercial in treatment, the silent stars 
of the film are models of the Riken 
line including the Japanese-made 
Ricoh “500” 35mm camera, the Su- 
per Ricohflex twinlens reflex cam- 
era, and the Ricoh Golden “16” 
miniature 16mm camera. 

More information can be obtained 
from Riken Optical Industries, 521 
Fifth Av., New York. 


Tecnifax Offers Tips 
On Visual Speaking 


More effective speaking through 
more effective use of visuals is de- 
tailed in two new booklets released 
by Tecnifax Corp., Holyoke, Mass. 


e “The Option is Ours,” a six-page 
booklet, points out that communica- 
tors no longer have to rely solely on 
words and stresses some of the dan- 
gers inherent when a speaker only 
“tells” his audience instead of 
“showing” when necessary for a 
more effective presentation. 


e “Technical Presentations,” a 14- 
page booklet, is a clear-cut, well- 
documented outline of theories and 
techniques for a vivid presentation 


of technical material. It was de- 
signed to aid technical speakers in 
presenting material to a layman 
audience. 
Both booklets are liberally illus- 
trated. Copies are available. 
. «. for more details circle 505, page 113 


Kodak Issues Booklet 
On Overhead Projection 


Several photographic procedures 
by which transparencies can be pre- 
pared for use in overhead projectors 
are described in a new booklet from 
Eastman Kodak Co., Rochester, N.Y. 

Entitled “Kodak Materials for 
Overhead Projection,” the booklet 
gives instructions on the following: 


® positive transparencies from line 
originals on transparent stock 
positive transparencies from orig- 
inals on opaque stock 
negative transparencies 
changing the size of an original 
subject 
adding color to transparencies 
making duplicate slides. 
The booklet is punched to fit the 
Kodak Photographic Notebook. 


. .. for more details circle 506, page 113 


Strength Test Kits 
Available for Tape 


A new do-it-yourself test kit, 
which shows purchasers the 
strength of Scotch brand magnetic 
tape No. 200, is available from Min- 
nesota Mining and Mfg. Co. 

The kit consists of four strips of 
double play magnetic tape, each of 
which has one end anchored to the 
mounting card. The tapes which are 
actual strips of the four major 
brands of double play tape are 
labeled A, B, C and Scotch No. 200. 

By grasping the free end of each 
tape in turn and pulling until the 
tape stretches or breaks, the tester 
can find out for himself the relative 
strength of each tape. 


- «+ for more details circle 507, page 113 


BUY Now! 


YOUNG 


Fascinating, but Mr. Bigby buys that. 





WHAT’S HE PUTTING INTO THIS VIOLIN THAT 


HELPS YOUR PRINTING HIT THE RIGHT NOTE? 
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Your reproduction’s 
as good as gold on 
Hammermill Opaque 


You get finer detail, truer reproduction when you print 
on Hammermill Opaque. The reason it's made with 
Neutracel", the exclusive hardwood pulp that gives 
Hammermill papers a smoother, more level printing 
surface. And, Hammermill Opaque’s dazzling whiteness 
vives colors greater impact adds sparkle to black and 
white jobs, too. Try Hammermill Opaque for work and 
turn; its greater opacity practically eliminates “show- 
through.’ Choose from four handsome finishes and five 
substance weights. 


Lithographed on Hammermi Opaque, Substance 70,1 
Manufactured by 
HAMMERMILL PAPER COMPANY .« Erie, Pennsylvania 


ellum finish 
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eee During the past five years, 
AR has presented many type speci- 
mens. Now, for the fifth in our 


best “Best of AR” series, we are proud 
to present what we believe to be 
of the most practical portfolio of 


type specimens ever published by 
ar a magazine. Unlike several pre- 

viously published collections of 

type specimens, this one is not in- 
tended as a complete showing of Attu of the display 
typefaces used today by admen. Instead, we have 
concentrated on showing only typefaces most in de- 
mand for printed advertising. 

To “qualify” for AR’s portfolio, the typefaces 
selected had to meet one or more of the following 
standards: 

1. Typefaces “approved” by the National Board on 
Printing Type Faces. (See page 45 for details on 


this organization.) The National Board’s choices 





fa 
PORTFOLIO 


TYPEFACES 
ADMEN 


provide the Basic collection of typefaces faces 
with sufficient variety to fill most advertising needs 
and those most widely available. 
2. New display faces introduced by major type 
foundries during the past five years. These faces 
have been included for admen who are looking for 
a “fresh” face to meet special requirements. Although 
they are not necessarily stocked by the majority of 
typographers, they are readily 
regular type supply channels. 
3. Other popular advertising display faces offered 
by the majority of leading advertising typographers. 
AR checked the specimen sheets of over 80 typog- 
raphers from all sections of the country to make 
sure that only widely available faces were included. 
Like all of the articles in this “Best of AR” series, 
the pages of this portfolio have been perforated for 
easy removal from the magazine 


available through 


ready to become 
both a handy reference guide and an important part 
of your “Adman’s Handbook.” 


Copyright 1958 by Advertising Publications Inc 
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Admiral Script 
Airport Medium Condensed 
Airport Gothic 

Airport Gothic Italic 
Airport Semi-Bold 
Airport Semi-Bold Italic 
Airport Bold 

Airport Bold Italic 
Airport Bold Condensed 
Airport Bold Cond Italic 
Rirport Tourist 
Airport Black 
Airport Black Ital 
Alternate Gothic No. 1 

Alternate Gothic No. 2 
Alternate Gothic No. 2 Italic 
Alternate Gothic No. 3 


Astree 
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AUGUSTEA 
AUGUSTEA. INLINE 
BALLOON LIGHT 

BALLOON BOLD 

BALLOON EXTRA BOLD 
Baltimore Script 

Bank Senjit 

Barnum, P. T. 
Baskerville 

Baskerville Italic 

Bauer Bodont Roman 

Bauer Bodoni Italic 

Bauer Bodoni Bold 

Bauer Bodoni Italic Bold 
Bauer Bodoni Extrabold 
Bauer Topic Medium 

BAUER TOPIC MEDIUM ITALIC 


Bauer Topic Bold Italic 


Bauer Topic Bold 
Bembo 

Bembo Italic 

iE et 

Bernhard Cursive Bold 
Hocaband Nideun Rovaus 
Bevubend Madera tislic 
Bernhard Modern Bold 


Bernhard Mod Bold Italic 


J 
_| Jernhard Tango 


BETON Light 

Beton Medium 

Beton Medium Condensed 
Beton Bold 

Beton Bold Condensed 
Beton Extra Bold 


BEtON OWEN 


Biltmore 
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too! 
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Y WILL BURTIN 


Craw Clarendon BOOK 


Prominent figures in the type fashion parade, these ATF 


Craw Clarendons! This paragraph is set in the new Craw Clarendon Book, 
which supplements its bolder companion ...forms a balanced contrast, yet 
retains the dynamic design of Craw Clarendon. Your local ATF Type Dealer 
delivers promptly from stock. Ask him for specimen bro- 
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chures, or write directly to the Type Division, American 
Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 
ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 
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Bodoni 

Bodoni Bold 

Bodoni Bold Italic 
Bodoni. Ultra 
Bodoni, Ultra, Tal 
Bodoni. Ultra, Extra Cond 
Bodoni Black 
Bodoni Black Italic 
Pond Ferippt 
Bookman 

Bookman Italic 
Brody 

Srash Sercet 

Bulletin Typewriter 
Bulmer Roman 

Bulmer Italic 

Caledonia 


Californian Italic 


Cairo Light 

Cairo Medium 

Cairo Medium Italic 
Cairo Bold 

Cairo Bold Italic 

Cairo Bold Condensed 
Cairo Extra Bold 
Cairo Extra Bold Cond 
Cameo 
CARTOON LIGHT 
CARTOON BOLD 
Caslon 

Caslon Italic 
Caslon Condensed 


Caslon Bold 


Caslon Bold Italic 
Caslon Bold Condensed 


Caslon Old Style 


A Portfolio of Typefaces 


Caslon Antique 

Caslon Open Face 
Catalina 

Century Bold 

Century Bold Italic 
Century Bold Condensed 
Century Expanded 
Century Expanded Italic 
Century Schoolbook 
Century Schoolbook Ital 
Century Schoolbook Bold 
CHELTENHAM 
Cheltenham Bold 
Cheltenham Bold Italic 


Cheltenham Bold Condensed 


Cheltenham Bold Extra Condensed 


Cheltenham Bold Ext 


Chisel 
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Clarendon 

Clarendon Bold 

Craw Clarendon Bk 
Craw Clarendon 
Craw Modern 
Cloister Black 
Columbia Bold 
Condensed Gothic No. 2 


Cooper Black 


Coronet Geld 
Corvinus Medium 
Corvinus Bold 
Deepdene 

DE 

Dom Bold 

Dom Casual 


Eden Bold 
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’omont Light 

Islectra 

Erbar Light Condensed 
Eusebius Open 
Excelsior with Bold 

lairhield 

Flash 

Flash Bold 

° CCursii e 
PON TAN RSE 
Sormal Sergpt 
Fortune Light 
Fortune Bold 
Fortune Extrabold 
FOURNIER CAPS 
Franklin Gothic 

Franklin Gothic Italic 


Franklin Gothic Condensed 


Franklin Gothic Extra Condensed 
Franklin Gothic Wide 
Futura Light 

Futura Light Oblique 

Futura Book 

Futura Medium 

Futura Medium Oblique 
Futura Medium Condensed 
Futura Demibold 

Futura Demibold Oblique 
Futura Bold 

Futura Bold Oblique 
Futura Bold Condensed 

Futura Bold Condensed Oblique 
Futura Ultrabold 


Futura Ultrabold Condensed 


Futura Extrabold Cond. Oblique 


Futura Ultrabold Ext 





Vaal ———O”l rl lO! 


we make your message fit the 


When printing from movable type was invented, that 
was marvelous enough—for a while. You could (and 
had to) use the same ‘typography’ for a Papal Bull as 
you did for a Black Letter book. Today, who would think 
of doing a perfume advertisement with the same feel as 
one for an earth-moving tractor? Creative typography is 
the way we make the message fit the product better, 
more effectively, and more appropriately. ATA members 


are listed on this page. They have a better way with type. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 


Executive Offices: 461 Eighth Avenue, New York City 


IT PAYS TO SET TYPE RIGHT AT: AKRON, OHIO, The Akron Typesetting Co : ATLANTA, GEORGIA, Higgins-McArthur Company; BALTIMORE, MARYLAND, The Maran Printing Company; BOSTON. MASSACHUSETTS, The 
Berkeley Press, HG. McMennamin, Machine Composition Co ; BUFFALO, NEW YORK, Sahlin Typographic Service; CHICAGO, ILLINOIS, J M Bundscho, Inc., The Faithorn Corp. , Hayes-Lochner, Inc. Runkie-Thompson-Kovats 
Inc., Frederic Ryder Company; CINCINNATI, OHIO, The J. W. Ford Company; CLEVELAND, OHIO, Bohme & Blinkmann, Inc. , Schlick-Barner-Hayden, Inc., Skelly Typesetting Co , Inc ; COLUMBUS, OHIO, Yaeger Typesetting 
Co., Inc ; DALLAS, TEXAS, Jaggars-Chiles-Stovall, Inc; DAYTON, OHIO, Dayton Typographic Service; DENVER, COLORADO, The A. B. Hirschfeld Press, Hoflund-Schmidt Typographic Service; DETROIT, MICHIGAN, Arnold 
Powers, Inc., The Thos P. Henry Co , George Willens & Company; INDIANAPOLIS, INDIANA, The Typographic Service Co., Inc.; KALAMAZOO, MICHIGAN, Mahoney Typographers, Inc ; LOS ANGELES, CALIFORNIA, Adtype 
Service Co., Inc.; MILWAUKEE, WISCONSIN, Arrow Press; MINNEAPOLIS, MINNESOTA, Duragraph, Inc.; NEW YORK, NEW YORK, Ad Service Company, Advertising Agencies’ Service ( Inc., Artintype, Ir Associated 
Typographers, Inc. , Atlas Typographic Service, inc., Central Zone Press, Inc., The Composing Room, Inc., Composition Service, Inc., Diamant Typographic Service, Inc , A. T. Edwards Typography, Inc. ,Graphic Arts Typographers 
Inc., Huxley House, Imperial Ad Service, King Typographic Service Corp., Linocraft Typographers, Inc., Master Typo Company, Chris F. Olsen, Frederic Nelson Phillips, Inc, Philmac Typographers, Inc., Royal Typographers, Inc 
Frederick W Schmidt, Inc., Harry Silverstein, Inc , Supreme Ad Service, Inc., Tri-Arts Press, Inc., Typographic Craftsmen, Inc , The Typographic Service Co , Vanderbilt-Jackson Typography, Ir Kurt H Volk, In NEWARK 


NEW JERSEY, Barton Press, William Patrick Co . Inc ; PHILADELPHIA, PENNSYLVANIA, Walter T Armstrong. Inc , Alfred J. Jordan, Inc , Progress ome ( ( { af Service, | PORTLANI REGON [aul 0 


Giesey, Adcrafters; ST. LOUIS, MISSOURI, Warwick Typographers, Inc.; SEATTLE, WASHINGTON, Frank McCaffrey; TORONTO, CANADA, ( 
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Futura Extrabold Oblique 
GARAMOND Light 
GARAMOND Light Italic 
Garamond 

Garamond Italx 

GARAMOND Bold 
GARAMOND Bold Italic 
Garamont 

Garamont Italic 

Gillies Gothic Bold 
Gothic Condensed 

Gothic Medium Condensed 
COPPERPLATE GOTH. HV. 
COPPERPLATE HEAVY EXT. 


COPPERPLATE GOTHIC BOLD 


Goudy Bold 


Goudy Bible 


GRANJON 


10 + ar * May 1958 


A Portfolio of Typefaces 


Gnayda 

Ficllenic Wide 
Heritage 

HUXLEY VERTICAL 

Impact 

Janson 

0 SRW 

Kabel Light 

Kabel Bold 

Karnak Light 
Karnak Medium 
Karnak Black 
Karnak Black Cond. 
Kaufman Script 
Kaufmann Bold 
Latin Wide 
agus 


Lucian 


Lucian Italic 

Lutetia 

Lydian 

Lydian Italic 

Lydian Bold 

Lydian Bold Italic 
Lydian Bold Condensed 
Lydian Bold Condensed Italic 
Lydian Cursive 
Mademoiselle 
Mandate 
Memphis Light 
Memphis Medium 
Memphis Medium Condensed 


Memphis Medium Italic 


Memphis Bold 


Memphis Bold Italic 


Memphis Extra Bold 

































May 1958 + ar + 39 






Down’t let your ads 
“Kall Apart” 


... because the type can’t fit the layout! | 





























Layouts 

often look better 
than the 

printed piece... 








layout 


Bertsch + Cooper 


Photographic 
Type Modifications perfect 


solve this problem perfect 


for you eee type modification 


B+C has the AAA ;; BB 


facilities to modify 
any existing type RRR VY CCC 
face to the exact 
dimensions 

you specify... 





Type Modification 


How to order— 
when to use it 
and most important, pe 
it looks \ike in . 
a Sie 
— a ns our new | 
dification Manual | ieee 


Type Mo 


BERTSCH + COOPER, (typographers 
1147 West Jackson Blvd., Chicago 7, Illinois « MOnroe 6-5200 


| would like information on the startling advantages of using Photographic Type Modification 


Th : Please send me a copy of your new C] Please have one of your representatives 
Is coupon hie Type Modification Manual... phone for an appointme 
will focus our pane 


prompt, expert Company 
attention on your ed 


particular problem Address 





BERTSCH + COOPER Phone Number 
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Memphis Extra Bold Condensed 
Murray Hill 

Murray Hill Bold 
NEWLAND 

News Gothic 

News Gothic Condensed 

News Gothic Extra Condensed 
News Gothic Bold 
Onyx 

Onvx Italie 

ORPLID 

Perpetua 

Playbill 

Poster Bodoni Comp. 
Poster 

PRISMA 

Radiant Medium 


Radiant Bold 
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Radiant Bold Condensed 
Radiant Bold Extra Cond. 
Radiant Heavy 

Record Gothic Med Ext 
Record Gothic Extra Condensed 
Record Gothic Bold 
Record Gothic Bold Cond /talc 
Kena Soup 

Rondo 

Samson 

Scotch Roman 

Societu Text 

Spartan Medium with Oblique 
Spartan Medium Condensed 
Spartan Heavy with Oblique 
Spartan Black with Oblique 
Spartan Book 


Standard 


Standard Light 
Standard Light Ext 
STANDARD LIGHT CONDENSED 
Standard Medium 
STANDARD MEDIUM -COND. 
STAND. MED. EXT. 
Standard Bold 
Standard Bold Cond 
STENCIL 

Studio 

Studio Bold 
Stymie Light 

Stymie Light Italic 
Stymie Medium 
Stymie Medium Italic 
Stymie Medium Cond. 
Stymie Bold 


Stymie Bold Italic 










for Admen 


Stymie Bold Condensed Tempo Black PRT LON SHADED IAL 


Stymie Extra Bold Tempo Black Cond Twentieth Century Light 











Stymie Extra Bold Ital Tempo Black Cond.Mtalie 1 wenticth Century Light Italic 






Stymie Extra Bold Condensed TempoBlack Ext. = Twentieth Century Medium 






Stymie Black TEXTYPE Twentieth Century Medium Ital. 





Tem Do Thompson Ouillscript Twentieth Century Medium Cond. 






Tem DO Light Times Roman Twentieth Century Bold 






Tempo Medium Times Roman Italic Twentieth Century Bold Italic 






Tempo Medium Italic Times New Roman Bold Twentieth Cent. Ex. Bold 


Tempo Bold Tower Twent. Cent. Ex. Bold Ital. 












Tempo Bold Italic HPA HON Se alos 0) Twentieth Century Ex. BoldCond. 






Tempo Bold Condensed 
BEST OF AR 
REPRINTS 

AV AILABLE 







Tempo Bold Cond. Italic 








Tempo Bold Ext 










Reprints of all articles in this ‘‘Best of AR” series will be available im- 
mediately following publication. Single copies can be obtained for 25c 
each; lots of 10 of any one reprint, 20c each; lots of 50 or more, 15c 





Tempo Heavy 


each; lots of 100 or more, 12 Vac each 

Presently available are: 

301 ..A Basic Guide for Paper Buyers 

302 ..A Basic Guide for Better Advertising Photos 

303 .. A Basic Guide to Business Films 

304 ..A Basic Guide to Direct Mail 

305 ..A Basic Guide to Display Typefaces 

Order by number from Reprint Editor, Advertising Requirement 
200 E. Illinois St., Chicago 11. 


Please enclose payment if your order totals less than $2 












Tempo Heavy Ital 





Tempo Heavy Condensed 









Tempo Heavy Cond. Italic 






May 1958 + ar + 43 





Portfolio of Display Typefaces 






Twen. Cent. Ex. Bold Cond. Ital. 


Twen. Cent. Ultra Bold 


Twen. Ultra Italic 
Twen. Cent. Ultra Bold Cond. 
Typewriter 


UMBRA 


Too Many Typefaces? 


For many years printers 


compositors have been complaining 


about the 


typelaces. 


proliferation of 


and 


new 


Valiant 


Venus Light Condensed 
Venus Light Extended 
Venus Light Italic 
Venus Medium Ext. 


Venus Medium Italic 


Venus Bold Ext. 
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Venus Bold Italic 


Venus Ex.Bold Ext 
Vista 

Waverley 

Weiss Roman 

Weiss Bold 


Wide Line Gothic 


Approved Typefaces 


In 1949, members of the Board examined 191 type faces submitted by type 


founders and composing machine manufacturers, from which 


it selected 


69 as desirable for advertising. This list, in alphabetical order, follows: 


Certainly, the more on the mar- 
ket, the greater the problem of in- 
ventory and of meeting buyers’ 
specifications 

Yet the 


settled arbitrarily. 


problem cannot’ be 
A good case can 
be made for any particular face. 
which ap- 


peals to somebody in some special 


Each has some feature 
way 


The solution is partially a matter 


of self-discipline. The next time Brush 
you specify, do you have a real R - 
need to wander from the beaten eS 


path? Can you settle on an accepted 
face? 


The National 
Faces, described 


Board of Type 
in some detail on 
page, is an important 
agency in promoting standardiza- 
tion without conformity. 
Its list, reproduced to the right, 
offers a wide variety of design. 

AR urges its careful study. 


the facing 


imposing 
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To Reduce 





Although the National Board on 
Printing Type Faces has been in 
existence for nearly twenty-eight 
years, there may be many in the 
advertising field who do not know 
about it, or at least are unfamiliar 
with its function. We believe, there- 
fore, that some background infor- 
mation on the Board and a restate- 
ment of its objectives and purposes 
are in order. 

The National Board on Printing 
Type Faces was organized in 1929 
under the sponsorship of the Ad- 
vertising Typographers Assn. of 
America to analyze the practica- 
bility, the usefulness, and the po- 
tentialities of proposed typefaces. 
Its purpose is not to discourage the 
introduction of type designs that 
are new, but to see to it that new 
faces possess the qualities that make 
them useful and serviceable in ad- 
vertising. 


























> At the time the Board was or- 
ganized there was an influx of new 
typefaces, particularly from foreign 
manufacturers, which were neither 
sound in design nor basic enough 
to fulfill a need for 
production. 

Also, the same or similar faces 
were being produced under differ- 
ent names, and faces with the same 
name but differing in design. ATA 







advertising 











sought through the Type Board 
to bring some order out of a chaotic 
condition. 






The Board met frequently from 
1929 to 1935, to examine new faces 
and put its stamp of approval on 
those it deemed suitable for adver- 
tising. 










> The introduction of new faces 
slowed down during the depression 
and World War II, and the Type 
Board became inactive. In 1949, at 
its first meeting in fourteen years, 
the National Board on Printing 
Type Faces adopted a Resolution 
setting forth the Board’s objectives 
and purposes. The Resolution fol- 
lows: 


























Whereas, National 


the Board on 











This article was adapted from “Type 
Talks.” published by the Advertising 
Typographers Assn. of America. 




















For Fewer Typefaces . . . 


National Board Aims 








Chaos 







Printing Type Faces was formed 
to recommend the suitability of 
typefaces for advertisers, printers 
and book manufacturers. And 
whereas the purpose of the Board 
is to suggest and to approve type- 
faces of proper design which are a 
credit to their manufacturers and 
to American typographic arts, be- 
lieving that such a list of faces 
shall be a guide to buyers and users 
of type. 


Resolved: First, that this Board 
shall be available to all manufac- 
turers of new typefaces. 

Second, that the Board shall in- 
vite all manufacturers to submit 
their original designs to the Board 
for their critical and constructive 
recommendations before proceed- 
ing with the usual expensive steps 
of manufacture. 

Third, that the Board shall invite 
all manufacturers to submit type 
designs which are in production 
but which have not been finished 
or placed on the market for sale. 

Fourth, that the Board shall in- 
vite manufacturers to bring before 
them any questions of the desira- 
bility of a complete range of sizes 
and weights of designs to be pro- 
duced and of typefaces produced 
in limited form. 


Resolved, that all manufacturers of 
type should concur on families of 
typefaces in order to avoid con- 
fusion of names and the manufac- 
ture of nearly similar designs with 
different names. That this should 
result in efficiency of manufacture 
and economy to all concerned. 


Resolved, that manufacturers of 
typefaces should take advantage of 
the counsel of existing organiza- 
tions and experts in their fields, and 
of new methods of sampling their 
designs, with the ultimate goal of 
producing only useful and desirable 
type families. 


> With the possible exception of one 
section, the Resolution still stands 
as a comprehensive statement of 
the Board’s objectives and purposes 
today. This is the second section, 
which invites manufacturers to 
submit original designs for exami- 


nation by the Board. Because of 








AND 
PICKED 


FROM EUROPE’S 
LEADING TYPEFOUNDRIES 


Amsterdam Continental carefully 
selects the pick of European type 
faces, produced by fifteen distin- 
guished typefoundries in eight 
countries. These trend-setting 
type designs by such outstanding 
typefoundries as Amsterdam (The 
Netherlands), Berthold, Stempel 
and Klingspor (West Germany), 
Haas (Switzerland) and Nebiolo 
(Italy), are adding a new dimen 
sion to American graphic design 
They are stocked in New York on 
U.S. point body or available on 
special order 


Write for comprehensive one-line showing 


or sample sheets on the individual faces 
40) AMSTERDAM 
CONTINENTAL TYPES 


& GRAPHIC EQUIPMENT, INC. 
N.Y.C., SPring 7 


n Micr amma B 


268-276 Fourth Ave 4980 


batino 
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ONE OF THE 
LARGEST 
SELECTIONS 

OF TYPH FACES 
AVAILABLE 

ANY WHERE 


Progressive gives you complete typographic 
flexibility . . . with Foundry, Photo, Mono, Lino 
and Ludlow set around the clock and delivered 
around the clock via mail or messenger in repro- 
proof form, as negative or positive prints, or as 
metal or plastic plates. Mail your layout, copy 
and instructions to Progressive Composition Com- 
pany in Philadelphia . . . or phone your nearest 
PHP representative. 


NEW YORK - MUrray Hill 2-1723 
PHILADELPHIA - WAinut 2-2711 
WILMINGTON - OLympia 5-6047 
BALTIMORE - SAratoga 7-5302 
WASHINGTON - EXecutive 3-7444 
RICHMOND .- Miiton 4-2771 


PROGRESS/VE COMPOSITION COMPANY 
IIs, 


P 
Hi 


ad % THE PROGRESS - HANSON - PROGRESSIVE GROUP 


Sth & Sansom Streets, Philadelphia 7, Pa. 


PHILADELPHIA * NEW YORK « WILMINGTON « BALTIMORE * WASHINGTON «+ RICHMOND 


PROGRESS Plate Making Company 
923 Filbert Street, Phila. 7 
WAinut 2-0447* 


HANSON Electrotype Company 
Sth & Sansom Streets, Phila. 7 
WAinut 2-5567* 


PROGRESSIVE Composition Company 
9th & Sansom Streets, Phila. 7 
WAlnut 2-2711* 


*of course, any of the three can be reached by one call 


ONE OF AMERICA’S MOST COMPLETE GRAPHIC ARTS ORGANIZATIONS 
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the lack of copyright protection of 
designs, manufacturers have been 
reluctant to submit new designs 
because of the danger of pirating. 
The Board understands this fear, 
and no longer asks to see new de- 
signs. 

Membership on the National 
Board of Printing Type Faces is 
made up of two _ representatives 
each of the American Institute of 
Graphic Arts, Art Directors Club 
of New York, Advertising Typog- 
raphers Assn. of America, Print- 
ing Industry of America, Society 
of Typographic Arts of Chicago, 
and the Type Directors Club of 
New York. Each member is qual- 
ified by reputation, ability, and long 
experience to evaluate type and 
type design. 

The current membership of the 
Board is as follows: 


Art Directors Club of New York: 
Stuart Campbell, Lawrence C. 
Gumbiner Advertising Agency, 
N.Y.; Charles T. Coiner, N. W. 
Ayer & Son Inc., Philadelphia. 


Advertising Typographers Assn. of 
America: Kurt H. Volk, Kurt H. 
Volk Inc., N. Y.; Harvey Willens, 
George Willens & Co., Detroit; 
Walter A. Dew Jr., Exec. Secy., 
ATA, N.Y. 


American Inst. of Graphic 
Jackson Burk, Mergenthaler 
Linotype Co., Brooklyn; Melvin 
Loos, Columbia University, N.Y. 


Arts: 


Type Directors Club of New York: 
Frank Powers, J. Walter Thomp- 
son Inc., N.Y.; Milton K. Zudeck, 
McCann-Erickson, N.Y. 


Society of Typographic Arts: Gor- 
don Martin, Type Shop, Chicago: 
Walter Howe, R. R. Donnelley & 
Sons Co., Chicago. 


Printing Industry of America: 
Horace Hart, The Leo Hart Co.., 
N. Rochester, N.Y.; C. William 
Schneidereith, Schneidereith & 
Sons, Baltimore. 


4EDRETICS 


Now just how much bigger do you 
want this headline? 
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Film Shows How—and 
Why—to Buy Right Type 


How completely effective visual 
advertising depends upon’ good 
typography is the subject of a color 
film released by the Advertising | 
Typographers Assn. of America. 

The film, entitled “It Pays to Set 
Type Right,” is designed to help all 
in the advertising field to buy type 
more intelligently, more economi- 
cally and more effectively through 
a better understanding of the what 
and how of good _ typography. 


Showing time is 28 minutes. | 
The film is available without | 
charge through the association’s ex- 


‘Typesetti ng 





by Specialists 


ecutive offices, 461 Eighth Av., New 
York. 44 





Type Roundup... 


New Type Showings 
Come From All Over 


Typefaces, both foreign and do- 
mestic, come in for a share of at- 
tention in the latest roundup of new 
typefaces and new specimen sheets 
of existing fonts. Here are a few 
of them. 


A simple postcard, an exacting 
space ad, a brochure, catalog, annual 


report—anything requiring the services 
Three Faces An eight-page of firms that set type—should be pro- 
From Germany booklet of Berthold 

typefaces features 
three—Normande, Tradition and 
Regina. Berthold types, manufac- 
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your typesetter early in the planning 
stage and if you work with a type- 
distributed here by Amsterdam 
Continental Types & Graphic 
Equipment, New York. 
Normande, a heavy, serif type, 
is shown in both regular and con- 
densed in sizes from 6 to 72 point. 
In addition, there is a page of Nor- 
mande italic displayed in 6 point 
through 48 point sizes. Tradition is 
shown in a variety of 6 point and 
12 point weights, two 18 point 
weights and one 24. Regina, an out- 
line type, is displayed in 24, 30, 36, 
48 and 60 point sizes. The folder is 
available from the American dis- 
tributor. 


setting specialist. 


Efficiency and specialization go 


hand in hand. You cannot afford to 
ignore the economic sense of using the 


services of specialists in typesetting. 


Member firms of this association 
in 121 U.S. and Canadian cities pro- 


vide a variety of typesetting and related 
. » for more details circle 530, page 113 Look for 


; services for the advertising and graphic 
this Emblem 


Types and a J. M. Bundscho, 
Cast-Up Method Chicago  advertis- 





arts industries. Their equipment and 
ul manpower resources are always at 
ing  typographers, f progress \ 
offers a comprehensive showing of a typesetting 
all type, both Monotype and foun- 
dry, available in the Bundscho 
plant. The one-line showing fea- 
tures a display line of each of the 
company’s more than 400 typefaces 
with all available point sizes listed. 
An additional feature of the fold- 
er is a completely revised cast-up 
system. Included are a conversion 


your command. 


INTERNATIONAL TYPOGRAPHIC COMPOSITION ASSOCIATION 
1015 Chestnut Street « Philadelphia 7, Pa. 
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table for determining the number of 
type characters in pica measures and 
another table listing the character 
count for different individual type- 
faces. The method is explained in 
detail and is highly recommended 
by Bundscho for its accuracy and 
speed. 

Another plus feature of this type 
showing is a list of Monotype faces 
available in the characters and 
symbols of 16 foreign languages. 
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Type Faces 
From italy 


Two display faces, 
designed and man- 
ufactured by So- 
Nebiolo, Turin, Italy, are 
available here for the first time. 
They are Fontanesi and Augustea. 
Specimen sheets are available from 
the American distributor, Amster- 
dam Continental, New York. 
Augustea, an 


cieta 


uppercase’ type 
available in regular and open styles, 
is a classic cutting simulating the 
forms of the Roman stonecut char- 
acters of the period of Augustus. It 
is available in the regular style in 
13 sizes, including a small and large 
6 point, 8, 10 and 12 small, 12 large, 
14, 16, 20, 24, 28, 36 and 48 point. 
It is available in six sizes of open- 
; 16, 20, 24,.28, 36 and 48. All 


are on American point body. 


face: 


Fontanesi, also a capital letter 
face, is ornamental and baroque in 
style. It is available in a full range 
of sizes from 10 to 60 point on 
Amsterdam point body. 
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Type Face 
Roundup 


V & M Typo- 
graphicalCo,, 
Brooklyn, N.Y., 
offers a specimen sheet of over 100 
popular faces. The specimens, listed 
alphabetically for easy reference, 
are presented in one size only with 
a notation as to the various sizes 
available. 
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FORTUNE 
BOLD Italic 


Fortune 
Bold Italic 


A new addition to 
the Fortune family 
— Fortune bold 
italic—is now being distributed by 
Bauer Alphabets, New York. Al- 
ready available 
three Roman 
and extra bold. 

So far, Fortune bold italic is 
available only in 30, 36 and 42 point 
sizes. Next to be introduced will be 
16, 18 and 24 points, and the even- 


in this face are 
weights—light, bold 


DOING is only part of a good§ 
type job, it must be intelligently planned, B® 
exactly tailored to each need. ™@ 


It zs when you specify Service.§ 


EVERY typographic assignment 

at Service receives special attention. 

This gives your ad or mailing piece an individual 
quality that’s more easily recognized, helps 

get your message across better. 


FIRST and 


foremost in typesetting 
is that elusive necessity for 


best printed impressions . 


. . Quality. 


At Service, quality is built into every job. 


48 + ar + May 1958 


tual size range will be from 8 to 60 
points. A specimen sheet of 30, 36 
and 42 point sizes is available from 
the distributor. 
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New Book of Fotosetter 
Types Is Largest Ever 


A new photographic type book 
said to feature “the greatest selec- 
tion of Fotosetter type styles in the 
world” has been published by 
Warwick Typographers, St. Louis. 
The book contains over 900 dif- 
ferent type styles and sizes which 
can be set on the company’s five 
Fotosetter composing machines. 

The book, designed as a working 
tool for art directors, production 
managers, ad managers and lithog- 
raphers, has a 12x9%” format. 
Each page is devoted to a single 
Fotosetter type style with complete 
paragraph showings of text and 
display faces from 4, 6 or 9 point 
to 36 point size for most faces. A 
listing of the characters in each 
size and the kerning characters 
available for each typeface is in- 
cluded. In addition, certain display 
faces are shown in ten inch line 
lengths in 42 to 180 point size. A 
complete display of Fotosetter 
ornaments, arrows, brackets, astro- 
nomical, chemical, mathematical, 
commercial and mechanical char- 
acters is included. 

Of special interest to artists are 
the sections containing headliner 
letterforms and Flexset examples. 
Headliner letterforms feature in- 
formal, highly stylized type with a 
hand-lettered effect. Flexset, a 
Warwick registered trade name, is 
a photographic method of repro- 
portioning a_ headline, an _ entire 
copy block or a piece of artwork 
in order to capture the exact spirit 
of the artist’s layout. 

Single copies sell for $10, with 
this amount credited against the 
first $100 in ordered composition. 44 


What's this entree here in 6 pt. 
Garamond Italic? 





FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 


| No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for L_ 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 


1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


Payment enclosed Bill my firm Bill me 


Name 


Firm 


| Home, or 


(-] Firm Address _ 


City 


—— a ; Zone _ 


Nature of Business 


Advertising Requirements - 200€. Illinois st. + Chicago 11, I 





| ? l] lj T “The time has come” the Walrus said, “to talk of many things... . 
they Ive 


Lewis Carroll told a story to three enchanted children. 


t¢ yrever Today, the characters of Alice in Wonderland are immortal. 


Projected by print and paper to the far corners of the earth, 


thre yl ih they cane - educate chiideon of all ages. 
. Preserving great literature is only one of the many ways 
print and papet 


print and paper serve evervone, everywhere, everyday. 


INTERNATIONAL 





Long famous for press performance, appearance and economy, the Ticonderoga 


family now features a sparkling blue-white TICONDEROGA OFFSET that further enhances 


faithful reproduction. Plus a quick drying, new blue-white TI-OPAKE of 


good opacity in both smooth and vellum finishes; in new weights and sizes. 


And TICONDEROGA TEXT that offers colonial and polar whites, and 7 beautiful colors, 


with companion COVERWEIGHT. 


Ticonderoga Papers are ideal for broadsides, booklets, announcements, 


brochures, travel folders, house organs, book jackets, programs, menus, calendars, catalogs, 


prospectuses, inserts, etc. Outstanding results with both letterpress and 


offset lithography. Ticonderoga Offset, Text and Ti-opake 


are now available in wrapped packages of 814” x 11” for offset duplicating presses. 


Call your local paper merchant for samples. 


OTHER FINE QUALITY ADIRONDACK BOND 
ADIRONDACK LEDGER 

MILL BRAND PRINTING PAPERS BEESWING MANIFOLD 

BY INTERNATIONAL INTERNATIONAL DUPLICATOR 
INTERNATIONAL MIMEO SCRIPT 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 
SPRINGHILL COLORED INDEX 
SPRINGHILL POST CARD 
SPRINGHILL WHITE TAG 


your most dependable source of supply 


INTERNATIONAL 
inna PAPER 


FINE PAPER & BLEACHED BOARD DIVISION 


NEW YORK 17_.N.¥ 


SPRINGHILL MANILA TAG 

SPRINGHILL VELLUM-BRISTOL 

LOUISIANA COLORED TAG 

OTIS BRISTOL 

HUDSON BOOK 

HUDSON COVER, C1S 

HUDSON LABEL, C1S 

HUDSON LITHO, C1S 

EMPIRE BOOK 

WINN BOOK also 
CONVERTING PAPERS 





CROSS-SECTION OF LETTERING 
TEMPLET SHOWS HOW DEEP 
GROOVE IS USED FOR OUTLINING 
—SHALLOW GROOVE FOR FILL-IN 


Fill-In-Templet . . Top picture illus- 
trates solid lettering achieved auto- 
matically by Varigraph. Cross sectional 
Giagram shows deep and shallow grooves 
in’ templet. Deep groove is used for 
outlining letter, shallow groove for 


tilling in 


New Device Eliminates 
Hand Filled Lettering 


“Filling in” of lettering produced 
with the use of Varigraph, auto- 
matic lettering instrument, no long- 
er need be done by hand. A new 
type templet, designed for use with 
the Varigraph, will not only ac- 
complish automatic outlining of the 
letter but will fill it in as well, 
eliminating time-consuming hand- 
filling with pen or brush. 

Known as the “fill-in” templet, 
it features double engraved grooves. 
The outer groove is engaged deep 
for outlining the letter with a fine 
line pen and fine stylus. The inside 
groove is engraved shallow for fill- 
ing in letters with a wide pen and 
a wide stylus. 

A booklet, describing various let- 
tering effects achievable by use of 
the Varigraph and various Vari- 
graph accessories is available from 
Varigraph Co., Madison, Wis. The 
booklet devotes a page to a de- 
scription of the “fill-in” templets. 
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Company Offers Mats Of 
Reverse Type For Ludiow 


Reverse type for casting on the 
Ludlow machine is available from 
Service Engraving Works, New 
York. The type, in_ individual 
matrices, is available in complete 
fonts, each font containing approxi- 
mately 200 pieces 

The reverse type faces come in 
either condensed or extended faces 
in sizes from 12 to 36 point. In 


HERMAN’S PORTFOLIO OF TYPE FACES 


INTERESTING ADDITIONS 
TO YOUR PORTFOLIO... 


Herman’s ‘‘new”’ faces 
from old places 


May we send our folder illus- 
trating our new European type 
faces...which we have added 
to the most complete and out- 
standing representation of the 
finest in the United States. Call 
us, send a note, or drop in and 
see us for our ‘new faces" folder 
and/or acetate specimen sheets. 


BERMAN 


ryPoGRAPHERS 
360 N. MICHIGAN AVENUE - CHICAGO | 


RAndolph 6-O610 


UP ALL 
NIGHT 


Yes, that’s right! We work around 
the clock with four foremen, thirty- 
four engravers, and five produc- 
tion men on the night side alone. 


Your overnight jobs will get full 
and careful attention under close 
supervision, assuring you your 
photo-engravings in the morning 
—fast, good, right. And sensibly 
priced! 


Phone ANdover 33-7400 


TWO PLANTS AT ONE 
LOCATION UNDER 
ONE MANAGEMENT 


CHICAGO ENGRAVERS and 


. NEWS PRINT ENGRAVING CO. 


210 SOUTH DESPLAINES STREET 
CHICAGO 6, ILLINOIS 
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SPECIFY MONOTYPE - SPECIFY MONOTYPE 


Monotype 


advantages 


When you specify Monotype in your 


> 
4 


CIFY MONOTYPE 


> 
4 


- SPE 


ads, brochures and booklets you will always 


. 
4 


get sharp clear reproduction. You can also 
set more characters in a given space with- 
out crowding. There will be no “rivers” 
because proper spacing and better fitting 
italics automatically produce these results 
and there are hundreds of faces to choose 
from. 


In addition to better overall appear- 


CIFY MONOTYPE 


ance of every printed message, you can set 


. 
4 


copy up to 60 picas wide without any 


penalty cost; word and phrase corrections 


- SPE 


can be made without resetting a whole 


. 
4 


new line. 

If you want character in your copy, 
you need Monotype. We have a kit of new 
Monotype faces that is yours for the ask- 


ing. Send for your copy, today. 


CM) LANSTON MONOTYPE COMPANY 


A Division of Lanston Industries Incorporated 


24th & Locust Streets Philadelphia 3, Pa. 
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Type set in Monotype face Bodoni 


* SPECIFY MONOTYPE 


SPECIFY MONOTYPE - SPECIFY MONOTYPE 





iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 

We'll mail you a copy for 10 days FREE trial. | ® how to achieve special 

Use the 389 transparent overlay alphabets on : 

your own work. Keep the book free, if you place effects with type 

$100 worth of work with us. Over 4,000 in use 

This is the eighth edition. Send postal today : : 

F. H. Bartz, 112-114 W. Kinzie St., Chicago 10, Ill. naw te ten Ge ae 


prizes for a contest 


in next month's ar 


how to use closed cir- 
fi) STIVERS STUDIO HANDBOOKS cuit television 


Ready to use Attention-Getter Cartoons! : 
New 1000 proof Stivers Handbook #10 now how to use standard lights 
ready for Licensees. Either $2 fee-per-useor | to look at color 
$9.95 monthly subscription. Only art service | 
limited to recognized agencies and National 
Advertisers. Free Folder. 


STIVERS STUDIO fil ll 
GOK 3684 + SAN FRANCISCO 19, CALIFORNIA | um se 


how to make a sales training 
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addition, “end” matrices are avail- 
able for achieving unusual decora- 
tive effects at the borders of the 
reverse line. A folder of reverse 
type showings, featuring examples 
of unusual effects which can be 
created, is offered by the company. 

Service Engraving also specializes 
in supplying Ludlow mats made to 
order for machine casting the var- 
ious elements of postage paid 
business reply cards. Made-to-order 
matrices featuring company trade 
marks and miscellaneous pictorial 
effects are suplied for Linotype, In- 
tertype and Ludlow. Additional lit- 
erature describing these latter is 
also sent on _ request. 
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Now It’s Inserts 
On Gift Paper 


Something new in unusual mag- 
azine inserts was accomplished 
when a gift wrapping paper man- 
ufacturer ran a full-page insert 
printed on his own gift paper. 

The manufacturer, Tie-Tie Gift 
Wrappings, New York, a division 
of Chicago Printed String Co., ran 
the full page insert in a recent is- 
sue of Vogue. The paper, in a gold 
and white diamond shaped design, 
contained no Tie-Tie advertising, 
simply a fashion sketch of a young 
lady in a glamorous sweater. 

An editorial blurb on the facing 
page called attention to the insert 
and a full-page, four-color Tie-Tie 
ad followed. It was the first time a 
piece of gift paper has been used 
as an insert in a consumer mag- 
azine, according to the company. 44 


Map Type Makes Map 
Hand Lettering Passe 


Designed to eliminate time-con- 
suming handlettering of maps and 
charts, is Trans-Adhesive Monsen 
map type, available from Monsen 
Typographers, Chicago. Monsen is 
offering a six-page folder describ- 
ing map type in detail and including 
samples of three basically different 
varieties. 

The type is printed on tough, 
transparent acetate sheets with 
pressure-sensitive adhesive backing. 
The type can be provided with any 
words, symbols or mapping and 
charting detail required. Over 750 
type styles are available. 

The type is applied by burnish- 
ing down, can be easily removed 
without damage to original art. 
Lines beneath the transparent ace- 
tate show through clearly. 

Trans-Adhesive map type comes 
in three different varieties. The 









regular variety is intended for use 
when original artwork is to be 
photographed or reproduced by let- 
terpress or lithography. Heat resist- 
ing map type, also available, has a 
special adhesive backing which 
keeps the acetate tightly in place 
during Bruning, Ozalid or blue- 
print reproduction and other proc- 
esses where heat is involved. 

A third variety, white backed, in- 
cludes a white opaque backing for 
use where names, symbols and 
other mapping details are to be ap- 
plied so that they will block out 
any previous markings. 
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Offers Wide Selection 
Of Letterhead Samples 








It’s often easy to decide that a 
new company letterhead is needed 
but it isn’t always as easy to decide 
just what kind. Ahrendt Inc., New 
York thermographers and printers, 
offers a large selection of sample 
letterheads to choose from for any- 
one with this problem. 

The letterheads, all composed 
with foundry type, are available in 
one, two or three colors. The letter- 
heads can be either printed or 
thermographed and are supplied on 
Strathmore Bond 20 lb. 25% rag 
at paper house prices. Suggested 
matching envelope compositions are 
included with the various letterhead 
samples. 
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New Folder Cover Uses 
Invisible Staple Design 


Following the old adage that “ne- 
cessity is the mother of invention,” 
Clint Leap Inc., Cincinnati adver- 
tising agency, listened to its clients 
complain about the non-existence 
of a neat, sturdy, yet inexpensive 
presentation cover and decided to 
do something about it. 

The result is the Jiffold-Immacu- 
late Presentation Cover, a sturdy, 
double-fold paper cover into which 
material can be stapled without the 
staples being visible either inside or 
out. No punching is necessary, and 
the material can be bound inside in 
just a few seconds. 

The cover is fashioned from a 
single sheet of paper and, when 
folded to double thickness, which is 
how it is used, measures 8x11”. 
The 70 lb. white vellum stock used 
will take either letterpress or offset 
printing, embossing, labeling, typ- 
ing or writing. 

It will conveniently accommodate 
up to 30 sheets of 16 lb. paper when 
filled. Samples are available. 
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WE LIKE WORDS. .... words we can creatively and skillfully 
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Wp RUNKLE - THOMPSON + KOVATS «+ INC. 
650 West Lake Street, Chicago 6, Illinois - ANdover 3-O722 







BOX AR-245 


it t e worp NO PHOTOSTAT CHARGE! 
yp ST Vad 12 


IN SECONDS! FILM-LETTERING 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the LAYOUT AT NO ADDITIONAL CHARGE 
Haberule Visual Copy-Caster Ne Ma SST ee OM 

to be the simplest, fastest, most 
accurate copy-fitting tool ever rompt mail deliveries anywhere in U.S.A. 
devised. At art supply stores Write for FREE Specimen Chart A.R. 
or order direct... only $7.50 
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place in pleasing type composition. 








There are some words of which we are 
especially fond: accuracy, craftsmanship, 
customers, dependability, quality, 
reputation, service. These we keep 

as constant companions. 



























































We even have a friendly understanding 
with the word RUSH. 

Our customers recognize this liking for words 
and entrust theirs to us again and again. 























The next time you have words destined 
for a printed piece, send them to us. 


We'll treat them kindly. 














RTK offset lithography can assure your words—and 
illustrations—the same high production standards. 


























Member Advertising Typographers Association of America 
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Your Crademark 


By Albert Woodruff Gray 


In a recent decision of the United 
States District Court is the defini- 
tion that “Trademarks in our eco- 
nomic system provide a method by 
which one seller may be enabled to 
distinguish his goods from those of 
another. Fundamentally the basic 
function of the law pertaining to 
trademarks is to safeguard the 
goodwill of one manufacturer or 
distributor against the sale of an- 
other’s merchandise as his.”! 

Long ago in a controversy involv- 
ing the word “Lackawanna” as a 
trademark of coal, the Supreme 
Court of the United States said, 
“The office of a trademark is to 
point out distinctively the origin or 
ownership of the article to which it 
is affixed; or in other words, to give 
notice he was the producer.”? 


> Difficulty arises in the use of these 
marks and symbols, however, when 
the name no longer represents the 
producer but refers solely to the 
product, such as “telephone,” 
“radio,” “television” on the one 
hand, and “vaseline,” “kodak” and 
others that designate the producer. 


The Case of 
SHREDDED WHEAT 


>» This distinction appeared in sharp 
outline a number of years ago when 
the National Biscuit Co. charged the 
Kellogg Co. with appropriating the 
name “shredded wheat” by which 
the National Biscuit Co. product 
had been distinguished for half a 
century. 

In 1895 this food product had been 
patented. When fifteen years later 


and that patent had expired, the 
Kellogg Co. adopted for its own use 
both the name and form of this 
shredded wheat product. In re- 
straining the use of the name 
“shredded wheat” by this company 
in a decision subsequently reversed 
by the United States Supreme 
Court, it was said by the lower 
court: 

“When a person after the expira- 
tion of a patent has spent such 
enormous amounts of money during 
a period of fifteen years to create a 
valuable property right in the name 
and form of his product, equity to- 
day will not permit another to apply 
the name and form of the merchan- 
dise to his product and thus appro- 
priate it to his own use and advan- 
tage and to the injury of the one 
who has created the goodwill.” 

When a year and a half later this 
case came for review before the 
United States Supreme Court, this 
decision was reversed. “Since dur- 
ing the life of the patents ‘shredded 
wheat’ was the general designation 
of the patented product,” said that 
court, “there passed to the public 
upon the expiration of the patent 
not only the right to make the 
article as it was made during the 
patent period but also the right to 
apply thereto the name by which it 
had become known.” 


This the court supplemented with 


the comment on the decision of the 
lower court, “Kellogg Co. is un- 
doubtedly sharing in the goodwill 
of the article known as ‘shredded 
wheat’ and thus is sharing in a mar- 
ket which was created by the skill 
and judgment of the National Bis- 
cuit Co.’s predecessor and has been 
widely extended by vast expendi- 
tures in advertising persistently 
made. 

“But that is not unfair. Sharing in 
the goodwill of an article unpro- 
tected by patent or trademark is 
the exercise of a right possessed by 
all — and in the free exercise of 
which the consuming public is 
deeply interested.’’3 


The Case of 
CELLOPHANE 


> This same situation only a few 
months before was involved in a 
suit brought by the duPont Cello- 
phane Co. to prevent the use by a 
competitor of the name “cello- 
phane.” Over a period of approxi- 
mately 15 years this name had been 
associated, unfortunately, not with 
the producer but with the product. 
Of this feature in its marketing the 
Federal court made the comment: 

“In addition to the advertising we 
have mentioned, the duPont Co 
also directly stimulated its custom- 


**Trademarks are public property 
on the expiration of a patent 
unless it is the trademark 
of the producer and not the product. ” 
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ers to advertise in order ‘to obtain 
the utmost value from the use of 
cellophane’ and for that purpose 
sent to them specimens of advertis- 
ing of cellophane for wrapping cig- 
arets, cigars, rolls, pies, biscuits, 
sausages, peanuts, coffee, clothing 
and medicines. The extent of the 
advertising was enormous. It ad- 
mittedly reached billions and in it 
no connection with duPont ordi- 
narily was mentioned.” 

When the manufacturer here 
sought an injunction against the use 
of this name by Waxed Paper Prod- 
ucts Co., the Federal court in refus- 
ing to reclaim this market from the 
unrestricted use of the name, said: 

“The course of conduct of the 
complainant and its predecessors 
and especially its advertising cam- 
paigns tended to make cellophane a 
generic term descriptive of the 
product rather than of its origin. 
The expiration of the United States 
patent for processes for manufac- 
turing and drying films terminated 
the right of the complainant to the 
exclusive use of the name cello- 
phane so far as it had become 
merely descriptive of the product 
itself. 

“The evidence we have summa- 
rized demonstrates that ‘cellophane’ 
is used to designate the cellulose 
product we are concerned with, far 
more commonly than any other 
term and is ordinarily the descrip- 
tive word in general use.” 
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The Case of 
ASPERIN 


» Another and earlier decision in- 
volving the loss of the monopoly in 
a trademark through its adoption 
as the name of a product and not of 
the producer, occurred in the fa- 
mous controversy over “asperin,” 
claimed by the manufacturer to be 
the trademark for monoacetic 
acid ester of salicylic acid, termed 
by one Federal court an extraordi- 
nary collocation of letters. 

Here the patent for the medicine, 
later known as aspirin, had been 
issued in 1900, but long before the 
expiration of the patent the con- 
sumer, according to the court, “very 
largely abandoned consultation with 
physicians and assumed the right 
to drug himself as his own prudence 
and moderation might prescribe. 
The consumer did not know and 
could not possibly know the manu- 
facturer of the drug which he got or 
whether one or more chemists made 
it in the United States.” 

Then of the application of the law 
to these circumstances the court 
concluded in refusing to protect 
“aspirin” as a trademark except to 
the trade where the product was 
also known by its pharmaceutical 
name of acetyl salicylic acid. 

“The validity of a trademark does 
not, indeed, rigidly depend upon its 
meaning nor the differential be- 
tween a genus, defined by the kind 
of goods, and a species, defined by 
that kind when emanating from the 
owner. 

“When it means the owner as well 
as the kind, it will be entitled to a 
qualified protection; when as here 
among the trade, there is another 
current word, it may be entitled to 
an absolute protection, patent or 
not. For a patent gives the public no 
greater rights than it has without 
the patent. We speak of a dedication 
of the disclosure but that is rather 
for convenience. 

“In fact the public may always 
practice the invention, except as the 
monopoly interferes, and it gets that 
right independently of the patent. 
But when, as here among consum- 
ers, a mark does not give even an 
intimation of the owner there is no 
room at all for any protection.”5 


The Case of 
SEWING MACHINES 


> This underlying principle that a 
trademark denoting the product and 
not the producer of a_ patented 
article, passes into the public do- 
main upon the expiration of the pat- 


ent, has for its foundation a Su- 
preme Court decision rendered dur- 
ing the last decade of the past 
century. At that time a sewing ma- 
chine of the Singer Mfg. Co., on 
which the patents had expired, was 
duplicated in many of its features 
and sold by a June Mfg. Co. under 
the mark, “Improved Singer.” 

In directing that this trademark 
infringer be prohibited from using 
the word “Singer” in relation to 
sewing machines without clearly 
distinguishing the machines made 
by this infringer from those of the 
Singer Mfg. Co., the Supreme Court 
said in establishing this rule gov- 
erning the use of trade names in 
designating a product after the ex- 
piration of the patent: 

“It is self evident that upon the 
expiration of a patent the monopoly 
created by it ceases to exist and the 
right to make the thing formerly 
covered by the patent becomes the 
property of the public. It is upon 
this condition that the patent is 
granted. It follows as a matter of 
course that on the termination of 
the patent there passes to the public 
the right to make the machine in 
the form in which it was con- 
structed during the patent. 

“It equally follows from the asso- 
ciation of the monopoly and the fol- 
lowing of the patented device into 
the domain of things public that 
along with the public ownership of 
the device there must also necessar- 
ily pass to the public the generic 
designation of the thing which has 
arisen during the monopoly in con- 
sequence of the designation having 
been acquiesced in by the owner, 
either tacitly, by accepting the 
benefits of the monopoly, or ex- 
pressly by his having so connected 
the name with the machine as to 
lend countenance to the resulting 
dedication. 

“To say otherwise would be to 


Say, have you boys ever thought of 
packaging this stuff? 





hold that, although the public had 
acquired the device covered by the 
patent, yet the owner of the patent 
or the manufacturer of the patented 
thing, had retained the designated 
name which was essentially neces- 
sary to vest the public with the full 
enjoyment of that which had be- 
come theirs by the disappearance of 
the monopoly. 

“In other words, that the patentee 
or manufacturer could take the 
benefit and advantage of the patent 
upon the condition that at its ter- 
mination the monopoly should 
cease, and yet, when the end was 
reached, disregard the public dedi- 
cation and practically perpetuate 
indefinitely an exclusive right. 

“The public having the right on 
the expiration of the patent to make 
the patented article and to use its 
generic name, to restrict this use 
either by preventing its being 
placed upon the articles when man- 
ufactured or by using it in adver- 
tisements or circulars, would be to 
admit the right and at the same 
time destroy it. It follows, then, that 
the right to use the name in every 
form passes to the public with the 
dedication resulting from the expi- 
ration of the patent.”6 


The Case of 
CELLULOID 


> A few years before this decision 


was rendered the termination of 
another and similar controversy 
served to make even more clear 
the distinction mentioned in the 
lawsuit involving the trademark 
“aspirin” — “The differential be- 
tween a genus, defined by the kind 
of goods, and a species, defined by 
that kind when emanating from the 
owner.” 

In this instance a New York State 
manufacturer had adopted the name 
“celluloid” for its product of various 
compounds of pyroxyline, and con- 
ducted its business under the name 
of the Celluloid Mfg. Co. Suit was 
later brought by this manufacturer 
to prohibit the use by a competitor 
of “cellonite” as the name of the 
same product, on the ground of 
trademark infringement. 

“It is undoubtedly true,” said the 
court, “that a word merely descrip- 
tive of the article to which it is ap- 
plied, cannot be used as a trade- 
mark. Everybody has the right to 
use the common appellatives of the 
language and to apply them to the 
things denoted by them. A dealer 
in flour cannot adopt the word 
‘flour’ as a trademark and prevent 
others from applying it to their 
packages of flour. 


“I am satisfied that the word 
‘celluloid’ has become the most 
commonly used name of the sub- 
stances which both parties manu- 
facture. The question is whether the 
subsequent use of it by the public 
as a common appellative of the sub- 
stance manufactured can take away 
the complainant’s right. It seems to 
me that it cannot. 

“As a common appellative the 
public has the right to use the word 
for all purposes of designating the 
article or product, except one — it 
cannot use it as a trademark or in 
the way that a trademark is used, 
by applying it to and stamping it 
upon the articles. As a trademark it 
indicates that the article belonging 
to it is the product of the complain- 
ant’s manufacture. If another party 
uses it in that way it indicates a 
falsehood and is a fraud upon the 
public and an injury to the com- 
plainant. 

“The essence of the law of trade- 
marks is that one man has no right 
to palm off as the goods or manu- 
facture of another, those that are 
not his.”7 


The Case of 
ELECTRIC CLOCKS 


> This rule asserted here nearly 
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three quarters of a century ago 
served as authority for a recent 
Federal decision, holding “Tele- 
chron” as the name of a patented 
self-starting electric clock, did not 
upon the expiration of the patent, 
lose its identity as a trademark. 

“The District Court concluded 
that ‘Telechron’ had not become the 
name of any article or category of 
articles,” said the Federal Court of 
Appeals in this instance. “Rather 
the court found that ‘“Telechron’ 
continued to be understood by the 
public and the trade as a symbol of 
goodwill indicating merchandise 
from a single source. 

“It is common knowledge that 
‘cellophane, ‘Singer, ‘aspirin’ and 
many other names have in fact had 
such a history with the legal con- 
sequences elaborated in the Singer 
case itself. But as already pointed 
out, it is established as fact that 
‘Telechron’ has experienced no such 
history. To the contrary neither 
during the life of the basic patents 
nor thereafter, did “Telechron’ be- 
come the name of any article of 
commerce. It has continued a valid 
registered trademark.”® 


> If there is a moral that may be 
summed up from these cases, it is 
very simple: beware of being ge- 
neric. 44 


It's worth many times more than $64,000 to 
know that now you can obtain the finest quality 
gravure color plates and advertising 
preprints faster than you ever dreamed possible. 
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profitable 
PROSPECTIN” 
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~ FREE Idea Book. 
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gummed paper printing 
really PAY! 


No need to take to the hills looking 
for profit. Just drop us a line and 
ask for this brand new Idea Book a 
“mother lode” of information. Each 
page sparks your thinking with new 
ways to use gummed paper profit- 
ably. Ask for Book P-258 


The Brown-Bridge Mills, Inc. 
Troy, Ohio 
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New Packaging News 
Centers on Closures 


The dispensing part of packaging 
has been treated lately to some in- 
novations so practical one wonders 
why “no one ever thought of that 
before.” Among the most interesting 
to come across the AR desks are the 
following: 


Non-Spilling A 
Bottle Valve 


safety bottle, 
contents from 

pouring or spilling out even when it 
is turned upside down, has been 
introduced by Johnson & Johnson. 
The bottle contains a_ plastic 
check-valve, attached to a fine 
stainless steel wire spring, that 
lodges under the neck of the bottle. 
To remove the contents, the user 
must insert an eye-dropper into the 
bottle. When the dropper is with- 
drawn, the valve springs back into 
place and becomes a second “safety” 
cork in case the bottle is knocked 


which prevents the 


over or played with by youngsters. 


One Teaspoon A medicine bottle 
At a Time which dispenses an 

exact teaspoon 
with each sip from the bottle has 
been invented by I. Leibenhaut, 
Brooklyn pharmacist. 

Designed with a plastic well — 
which holds exactly a teaspoonful 
and a plastic straw, the new bottle 
is designed for dispensing medicine 
or liquid vitamins to youngsters. 

Additional details are available 
from the inventor at 386 Crescent 
St., Brooklyn, N.Y. 


New Shaker Top A new salt contain- 
For Salt er with a_ shaker 

top in addition to a 
pouring spout has been introduced 
by Diamond Crystal Salt Co., St. 
Clair, Mich. 

The turret-like plastic shaker in- 
sert is approximately the size and 
shape of a quarter. Imprinted with 
the words, “Pull Up to Shake,” the 


What the Consumer Demands 


A package is a happy marriage 
of consumer wants, the client’s de- 
sire to sell them what they want, 
and good basic 
Mrs. May Lane-Bender 
Inc., to a recent meeting of the 


design, reported 
Bender, 


Council in Balti- 
more. She went on to list eight 


Sales Executive 


features 


consumers demand = in 


packaging. 


1 product has to be in a fune- 
tional container . . . Gift styling 
for whiskey decanters obviously 
would have been just a passing 
fancy if fundamentally they 
were not bottles designed for 


convenient use. 


The functional container must 
be embodied in a pleasing shape 
. « « Motivational research has 
shown that people have natural 
and recognizable reactions with 
regard to the shapes of things. 
If we were to observe a milk 
bottle with its characteristic 
shape in a very dim light, the 
barely discernible bottle would 
unquestionably resemble only a 
milk bottle. 
Ernest Dichter, in testing a lead- 
ing lipstick, the outer = tube 
shape 


According to Dr. 


was found to have no con- 
sumer acceptance when it was 
too jagged or surrealistic or 
when it was too wide. The lat- 


ter was inconvenient to hold and 


the former was’ unpleasantly 


stimulating. 


The shape should be appropri- 
ate to the product but not to an 
extreme ... Apple juice might 
make terrific initial sales in an 
apple-shaped mug. However its 
design might destroy its fune- 
tionalism and it would spill in- 
stead of pour. There might be 
a sense of loss of dignity 

the package could be too play- 
ful. 


There appears to be an _ opti- 
mum size that is most satisfac- 
tory . - Shoppers don’t buy 
giant sizes just in the _ belief 
that bigness is a bargain, that 
they are saving money on the 
large size. If a large or double 
size product maintains the feel- 
ing of quality it is acceptable. 
However, if there is a suggestion 
that there will be waste, more 
than is needed, it will be re- 
jected. Here again research and 
the designer together can pro- 
duce a package that will suit 
the requirements of the average 
family. 


Consideration of its appearance 
in the home ... It must retain 
the class level on which the 
consumer imagines he or she 
is. What will the neighbors who 
might see their purchases think 
of their mode of living? Cer- 





New Shaker Top .. . 26-ounce table salt 
carton from Diamond Crystal Salt Co 
has new red plastic shaker top 


device lies flush with the paper car- 
ton top when not in use. 
Designed for consumer conven- 


in Packaging. . 


tainly their standard cannot be 
down-graded. Even the basic use 
of the product has a_ level. 
Packages of soaps and deter- 
gents used in the kitchen can 
employ vibrant designs that are 
completely suggestive of heavy 
duty work. But it could not 
supplant a detergent on the 
market made to be used for 
cashmeres and = fine  woolens. 
This is in a container designed 
in a restrained manner that sug- 


gests quality. 


The strong influence of color 
... Proven over and over again, 
until almost a cliche, a package, 
superbly designed, fully pro- 
moted and = merchandised, — if 
presented in the wrong color 
scheme, will not reach its full 
sales potential. While liberties 
can be taken in some. areas, 
many fields must conform to a 
pattern. For instance, all the 
absorbent papers used in the 
home adhere to the established 
white, pink, blue, yellow and 
pale green. The lingerie depart- 
ments and baby goods depart- 
ments report the same findings. 
Whenever there’ is _ intimate 
body contact, these are the pre- 
ferred colors everywhere 
throughout the country. Color 
preferences show that, remark- 
ably, there is great consistency 


and stability of color taste 


ience, the shaker device enables sea- 
soning right from the package. A 
standard spout is also used. 


Prodigal Package Case 
Reviewed in Brochure 


Whimsical treatment plus hard- 
hitting facts and figures offer read- 
ers a stimulating combination in 
“The Case of the Prodigal Pack- 
age” from Ever Ready Label Corp., 
New York. 

Facing up to the ever-present 
problems regarding shipping and 
mailing losses, the brochure offers 
sensible solutions through the use 
of a properly planned labeling pro- 
gram. 

Additional sections of the bro- 
chure include new ideas for giving 
a package a “company personality” 
plus a listing of label designs avail- 
able as stock items, and an idea- 
stimulator section on custom-de- 
signed labels. 


.. + for more details circle 529, page 113 


throughout the world. For the } 
limited market of high fashion 
there are many colors, but these 
change style quickly and = are 
not produced for the mass mar- 
ket other than a few colors that 
sift through to that market. 


Ease of handling . . . Everything 
from slip-proof shampoo bottles 
to dripless spouts, from two- 
quart milk bottles to multi- 
packs eliminating the necessity 
for frequent shopping, while en- 
couraging sales, essentially 
stems from the desire to have 
easy manipulation. Remember 
the retailer and his wants. If he 
is to stock merchandise on his 
valuable shelf space of $10.66 
per lineal inch, it must be easy 
for him to handle. He _ loves 
multipacks, piggy-back packs 
(one product attached to an- 
other), dispensing containers (a 
terrific impulse sales stimulant), 
and = shipping = cartons, well 
marked and identified. 


{ strong family identity, ob- 
tained by packages with related 
design, brand name, trade mark. 
GAs -< When a product has 
proven itself after its first, per- 
haps unplanned, purchase, a 
consumer is more than willing 
to try, even seeks out, other 
products from the same manu- 


facturer. 
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A Label to 
Boost a Contest 


A pressure-sensitive label made all the difference 
between an ordinary contest and one which broke 
the record for number of entries. 


By W. R. Hemrich 
Food Casings Div 
Visking Company 


Ad Mgr ’ 


A red sticker about the size of a 
special delivery postage stamp 
brought a special delivery of results 
in a $60,000 prize contest sponsored 
by the Food Casings Division of 
Visking Co., Division of Union 
Carbide Corp., Chicago. 

The contest is part of an annual 
promotional program by the com- 
pany to help boost skinless frank- 
furter and sausage product sales 
for sausage makers and retailers 
everywhere. 

Visking Co.’s_ interest in skinless 
frankfurter might not be 
readily apparent to the eye — the 
company makes the cellulose cas- 
ings which the public never sees 
because they are peeled off the 
franks at the packing plant after 
the meat is cooked. 


sales 


However, Visking works on the 
sales-logic theory that the more 
skinless franks sold, the more No- 
jax cellulose casings will be needed 
by our customers. 

These are the firms, of course, 
that cooperated in the $60,000 prize 
contest that ran from April 1 to 
June 30. 


back to the little red 
sticker with the big draw, it was 
applied to the outside of all frank- 


> Getting 


furter and sausage products pack- 
ages of cooperating manufacturers 
during the contest period. 

It was the idea of Irving D. 
Auspitz, executive vice-president 
E. H. Weiss & Co., Visking’s adver- 
tising agency. The theory was that 
in a display case full of frank pack- 
ages, a red stamp offering $60,000 
would draw all eyes to the products 
of the cooperating manufacturers. 

Judging from the contest results, 
that’s just what happened. Almost 
400,000 entries were submitted 
twice the number received in any 
previous contest held by the com- 
pany. 

The wording on the stickers was 
simple enough, but it told a quick 
story “BIG $60,000 prize contest, 
coupon inside.” The labels, printed 
in black on red Day Glo paper, 
were printed by A. M. Steigerwald 
Co., Chicago. 


> Of the 33,000,000 pieces of point- 
of-sale material, which included 
price tickets, window streamers and 
entry blanks, as well as the stick- 
ers, more than 16,000,000 of the lat- 
ter were used and one of them 
caught the eye of Mrs. Alfred 
Rhode, a housewife, mother and 
school teacher of Appleton, Wis. 
It was the happiest catch in Mrs. 
Rhode’s life. She won first prize, a 
$30,000, three bedroom home, fur- 
nished and with air conditioning. 
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Applied on Line The contest label 
was simply applied by hand at the end 
of the packaging line. 


Mrs. Rhode told contest officials 
she sent in her entry only because 
she saw the red tab and decided to 
buy the package it was on to see 
what the contest was all about. 

She and the hundreds of thou- 
sands of entrants she competed 
against discovered it was a photo 
caption contest. The photo appeared 
in advertisements announcing the 
contest in national magazines such 
as Life and Look. Copies of it, along 
with contest rules and entry blanks 
were in all of the red-stickered 
packages. 


>» Visking made applying the stick- 
ers as effortless as possible for its 
packer customers. The - stickers 
themselves needed no moisture and 
stuck on contact with the packages. 

They were supplied the packers 
in paperbacked rolls, so that work- 
ers in the packing houses needed 
only to strip a_ sticker from its 
backing and put it on the front of 
the package. 

The payoff on promotions of this 
type is not only how many entries 
were received, but also, how were 
our customers’ sausage sales stimu- 
lated through contest interest? 


> To determine this, the company 
conducted a survey with its coop- 


erating packers immediately fol- 
lowing the contest. We found that 
sales increases during the period of 
the contest ranged from 10° to as 
high as 100°7! 

In fact, the most gratifying re- 
sponse from our customers (and 
the most significant) was: 

“When is Visking’s next contest?” 
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We are taking this special way of 
calling attention to this article, 
because we feel it is one of the 
most important we have ever pub- 
lished. 

The rapid increase in the use of 
color in all forms of advertising 
has made it more imperative than 
ever that all who have anything at 
all to do with the selection, ap- 
proval, production or acceptance of 
color be sure that they are using 
the same words to mean the same 
things. 

The proposals in this article are 


based on wide experience in all 
phases of color technique, gained 
as a consultant to agencies, adver- 
tisers and printers. 

By no means are they presented as 
the final word in color, but rather 
as a serious discussion on the inm- 
portant road to achieving univer- 
sally-accepted color standards. We 
invite further comments on these 
and on other aspects of this prob- 
lem. 

In forthcoming issues, we shall 
be printing further features on 
this subject. 


The Three Keys to 


Ketter Color Photography 


cl Standardization of Viewing Light 


2 Standardization of Color Correction 


kK} Standardization of Density Measurement 


By Egon Berka 
Photography Consultant 
Chicago 


Not all photographs, excellent or 
pleasing as they may be as photo- 
graphs, are fit for use as advertising 
or for photomechanical reproduc- 
tion. Yet, when we select a color 
photo, we must pick the one which 
is not only the best from a promo- 
tion standpoint, but also the one 
which will reproduce with greatest 
effectiveness and economy. 


To do this, we must agree, from 
the photographer who takes the pic- 
ture, through the adman who selects 
it, to the craftsmen who handle the 
technical aspects of color reproduc- 
tion, on a common language, a com- 
mon set of standards. These fall in 
three main areas: 

@ The basic viewing light 
e The terms of color correction 
e The meaning of densities and 


contrast. 


The sooner all of us get together 


in these three areas, the less will be 
the lost motion, the expensive mis- 
understandings, the time-consuming 
back-tracking. Let’s look at each of 
these areas in turn. 


1. The basic viewing light . 

The appearance of any color, wheth- 
er it be in a transparency or a colo 
print, depends upon the light with 
which it is viewed. You cannot ex- 
pect the photograph of your model 
to appear the same when it is 


viewed by sky light as by a tung- 
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The American Cancer 
Society says that too 
many people die of it, 
NEEDLESSLY ! That’s why 
I have an annual medical 
checkup however well I 
feel. I know the seven 
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when I want sound 
information, I get it 
from my Unit of the 


AMERICAN CANCER SOCIETY ® 


ready-to-use 
art for offset! 


Clearance Sale! 


Cerereeeaseearseee seemseceaseces 


GRAB BAG OF $495 
‘CLIP BOOK ART Ziti. 3 


z 
Gold mine of ready-to-use art! Odds & 5 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 3 
satisfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


0 
N 


60 + ar + May 1958 


sten bulb; by sunlight or by a fluo- 
rescent light. Each of these will give 
her a different aspect. Under one 
light she will look nice and pink; 
under another, bad and blue; under 
a third, yellow and sleepy. But it is 
all the same photograph. 

The answer is a viewing light 
which you will adopt, and use faith- 
fully at all times. And which will be 
adopted by all with whom you wish 
to discuss color. Actually, there 
must be two viewing lights, one for 
transparencies and one for color 
prints. They are related, and should 
be selected at the same time. 

For viewing transmission copy, as 
transparencies, in most cases you 
will select an illuminator. You may 
choose one from several on the 
market, or you may decide to set up 
your own. The same is true of view- 
ers for reflection copy — dye trans- 
fers, type C prints, or printed work. 


» Two commonly recognized criteria 
of an acceptable viewing light are 
brightness and light quality. About 
120 to 150 candles per square foot 
are considered best for transparency 
illuminators. 

The light quality is somewhat 
more complicated, for it depends 
both on the color temperature and 
the spectral distribution of the light. 

Color temperature values are ex- 
pressed in degrees Kelvin, and they 
are derived from a visual compari- 
son of the light source with a per- 
fect radiator heated to a _ corre- 
sponding temperature. As the color 
temperature increases, the light 
source will go from a yellow to a 
blue. A candle flame, for example, 
will show around 1,850 K, a photo- 
flood lamp around 3,400 K, noon 
sunlight around 5,400 K, and a clear 
blue northern sky about 12,000 K. 

In addition to the uniform color 
temperature, the viewing light you 
and your suppliers agree upon 
should have the proper spectral dis- 
tribution. This simply means that 
the light contains all the hues of the 
spectrum, and in their proper in- 
tensities. If it emits too much of one 
and too little of another hue—and 
some illuminators on today’s market 
do just this — you would see one 
color too strongly, and another not 
strongly enough. 


2. Defining color correction . . 
The verbal description of color is an 
almost impossible matter. To tell 
somebody that you want a grass 
green is to assume that he is think- 
ing of the same patch of grass that 
you are. If he corrects to match his 
concept of grass-green, he may end 
up with something quite different 
from your concept. 

Yet there is a simple way for you 


Check List for Transparencies 


1. Looking at the highlights, can 
you see all the details that are im 
portant to you? 

2. Looking at the shadows, can you 
see all the details that are impor- 


tant to you? 


3. Are the colors saturated, ruther 


than washed out? 


4. Are the colors translucent enough, 
and not too dense? 

9. Do the light picture elements 
show modeling? 

6. Do the dark picture elements 
show modeling? 

Except for 


special effects, you 


should be able to answer “yes” to 
all six questions, in reference to any 
transparency. If none of the trans 
parencies qualifies with six ‘“yeses,” 
1nd one must be selected, pick the 


lesser evil 


to communicate, directly and pre- 
cisely. To do this, you need a set of 
compensating color filters, which 
cost only a few dollars, and are pro- 
duced by a number of manufac- 
turers. Among these are such com- 
panies as Ansco, Eastman Kodak, 
Enteco, Harrison & Harrison, and 
Tiffen. 

If you think a transparency needs 
some color correction, all you have 
to do is to try out your filters until 
you find the one which makes your 
transparency look the way you want 
it to, and jot down its number in a 
memo. Then, when your engraver, 
or anybody else, gets your memo, 
he pulls out his filter, and knows 
exactly what you are looking for. 

Of course, you can use one filter 
for the background, and another for 
one of the elements of the picture, 
or for as many elements as you 
wish. You merely have to describe, 
by the numbers, what you want. In 
this way, you can translate a hazy 
instruction, like “just a little bit 
more rosy and a slightly darker 
shade of rosy” into something as 
simple and precise as “CC20R.” 


3. The meaning of densities and 
contrast . . One of the most im- 
portant characteristics of any photo 
is its contrast, and yet this is very 
difficult to describe in just words, 
nor is it simple to determine what 
degree of contrast exists in a photo- 
graph you are contemplating using. 
Perhaps more misunderstanding 
arises from instructions regarding 
contrast than in any other phase of 
the art. 


Yet this is all quite unnecessary. 
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The use of a simple device called a 
densitometer will replace estimat- 
ing by accuracy. In spite of its im- 
pressive name, the densitometer is 
a simple instrument, taking only a 
few minutes to use, and not much 
longer than that to learn how to use. 


> There are two kinds of densitom- 
eters. One measures the strength 
of reflected light, and these are not 
too important in the present dis- 
cussion. The other, called a trans- 
mission densitometer, is used for 
transparencies, either positive or 
negative 

It measures the density of an area 
usually not much than 1 
millimeter in area. 
light which goes 
measured area, the 
higher its density. On a color trans- 
parency, a white dress or a cloud 
will give low density readings. On a 
color negative, in which values are 
reversed, the same spot will give a 
high reading. 


larger 


The less the 
through the 


In both positives and negatives, 
the densities representing the light- 
est elements of the original scene 
are called highlight densities, while 
those from the darkest elements of 
the original are called shadow den- 
sities. In color work, the difference 
between readings is 
called the density range. 


these two 


Caption: 


MAN tortured by 


STS of 
RISING CO 


> Each method of reproduction has 
its own requirements, for maximum 
and minimum density, and _ for 
range. It can produce a good re- 
production only when these re- 
quirements are met. And when you 
stay within these limits, you can 
achieve the least correction and 
therefore the least expense in pre- 
paring for reproduction. 

With a densitometer, you do not 
have to guess, but you can measure. 
You can select the transparency 
according to its true characteristics. 
You can affect economies by select- 
ing a group of transparencies that 
are consistent in their density 
qualities. 

And as the color negative be- 
comes a more common technique, 
the need for the densitometer will 
increase. For while a trained eye 
may eventually be able to judge 
density ranges of a positive trans- 
parency, a color negative takes 
much more experience. The fact 
that it is reversed, both in tone 
values as well as in color values, 
plus a heavy color mask overlay, 
makes it extremely difficult to 
analyze without the aid of instru- 
ments. 


> Unfortunately, the art is too new 
to have figures for optimum den- 
sities universally established or ac- 


EQOD PHOTOGRAPHY 
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Hundreds of 
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problem? Kaufmann & Fabry’s stock photograph depart- 
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cepted. Color materials vary, as do 
the abilities of photoengravers and 
printers. The following figures, 
however, have proved to be de- 
pendable, at least as a starting point 
for working out, with your own 
suppliers, a base of operations. 

Except for special effect pictures 
(like High Key, Low Key, and so 
on) a color transparency, to pro- 
duce a suitable reproduction, should 
have a maximum range of 3.00 in 
the shadows to 0.40 in the high- 
lights, and a minimum range of 
2.20 in the shadows and 0.60 in the 
highlights. 

To be suitable for producing du- 
plicate transparencies, the density 
range should be somewhat smaller, 
approximately 1.90 in the shadows 
and 0.40 in the highlights. On the 
other hand, a transparency with a 
density range as large as 3.00 will 
be best fit for viewing, especially 
by projection. All those readings 
should be taken without a filter in 
the meter’s light beam. 

Color negatives, to be suitable 
for reproduction, require a nar- 
rower reading, and all readings 
should be taken with a red filter 
in the light beam. Again, when no 
special effects are attempted, Ekta- 
color Type B should read approxi- 
mately 0.25 in the shadows and 1.00 
in the highlights. All other types 
of color negatives should run 0.30 
and 1.15. 


> If you follow through on these 
three items, if you always view 
color materials by a standard light, 
adopted in cooperation with those 
with whom you work; if you dis- 
cuss color shifts in terms of specific 
standard filters; if you select photo- 
graphs on the basis of densitomet- 
ric readings rather than visual 
estimates; you will find that there 
will be less waste motion, less 
pointless discussion and argument, 
and better end products at lower 
costs. 44 


Four-In-One Drafting 
Machine Fits In Pocket 


A newly designed portable draft- 
ing machine which is a combination 
T-square, ruler, 180° protractor and 
triangle all in one, has been intro- 
duced by David Miller & Associates, 
Box 572, Beverly Hills, Cal. 

Called Draftette, the unit is avail- 
able attached to a portable drawing 
board small enough to fit into a 
briefcase. The instrument _ itself, 
when detached from the board, can 
be folded jackknife style to fit in a 
pocket. The unit is said to operate 
with high 


accuracy in drawing, 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
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after year. 
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time, and worry 
if you remember 
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How come our water 
doesnt come in bottles ? 


= 
A 


Your \NDIANAPOLIS WATER COMPANY 


Direct Approach 


Lucky Kid! 


with dad...a boat...and a fish ! 


= 
ue 


Your INDIANAPOLIS WATER COMPANY 


Type of customer communication ads placed in Indianapolis 


daily newspapers to create an impression of public service and civic betterment. Each 


ad served a dual purpose by also presenting facts and figures on water and water 


equipment in the form of quizzes 


Reverses attitudes . . 


Public Utility Uses 
Public Relations 


By John E. Kleinhenz 
Asst. to the Executive Vice President 
Indianapolis Water Co 


Faced with an unfavorable cus- 
tomer attitude toward our company, 
following a rate increase and a shift 
in management control, we felt a 
need for immediate action. 

Our first move was to engage a 
marketing opinion research organi- 
zation to find out exactly how un- 
favorable customer attitude was. A 
personal interview survey disclosed 
that almost half of the people inter- 
viewed felt that water rates were 
excessive. About one-fourth be- 
lieved that our profits were too 
high, and more than one-third 
thought the company should be mu- 
nicipally owned. 

Executives of the Indianapolis 
Water Co. immediately conferred 
with our agency, Erwin, Wasey & 
Co., Chicago, who advised that our 
greatest need was constant com- 
munication with our customers. The 
plan of action formulated by Erwin 
Wasey was designed to accomplish 


the following two purposes: 


®e Correct negative customer im- 
pressions with respect to outside 
control of the business. 


® Overcome’ resistance to past, 
present, and future rate increases 


> At the outset, our advertising 
agency emphasized that advertising 
devoted to a justification of current 
rates or rate increases would be a 
negative approach. The positive ap- 
proach would be to present a true 
picture of the company and its man- 
agement, its interest in the welfare 
and growth of the community, and 
its dependable service to customers. 
A series of ads were produced 
for insertion in Indianapolis daily 
newspapers. Each ad had as its main 
objective the creation of one im- 
pression: “Here is a company de- 
voted to public service and civic 
betterment.” Each ad was heavy on 
photography and light on copy. 


’ One such ad contained a _ photo 
of a boy and his father fishing at 
one of the company’s two large res- 
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The new quality color prints 


of the future...TODAY! 


ULTRACOLOR! 
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ervoirs. The copy actually invited 
residents of Indianapolis to use the 
reservoir for fishing and picnicking. 
It explained the purpose of the res- 
ervoir, planned in 1923, “because 
we were looking ahead.” 

Another ad portrayed a_ small 
boy talking to a local fireman. The 
theme of this ad was the importance 
of a never ending supply of water 
to fight fires in our community. 

Erwin, Wasey also utilized a 
“water quiz” in each ad to present 
facts and figures on water and water 
equipment. Typical questions were: 
“How many fire hydrants are there 
in your water company’s system?” 
“How many gallons of water does 
your water company pump daily?” 

The quizzes also presented ques- 
tions and answers concerning some 
of our own problems such as: “How 
much does your water company pay 
in taxes?” “How much has the com- 
pany invested in new plants and im- 
provements in the last five years?” 


> Thirteen ads of this general type 
were produced. For the first inser- 
tion of each ad we used 7s-page 
space units which gave us full-page 
impact with one column of editorial 
copy for attracting additional read- 
ership. Each ad was reproduced 
once, reduced to approximately 
half-page size. 

At the end of one year, another 
personal interview survey was con- 
ducted among our customers and 
we were provided with a clear-cut 
“before” and “after” measurement 
of the success of our advertising 
program. The significant results are 
as follows: 


1. An 80°, reduction in the number 
of people who were unfavorable to- 
ward the company. 


2. A 34°, reduction in the number 
of people who felt rates were too 
high. 


3. A 15°, reduction in the number 
of people who felt that the water 
company should be municipally 
owned. 


4. A 30°. reduction in the number 
of people who felt profits were ex- 
cessive. 


S. A 60°, improvement in aware- 
ness of the company’s advertising 


’ The company now compares fa- 
vorably with other Indianapolis 
utilities and we are most pleased 
with the job done. The campaign 
has won several prizes in competi- 
tion with other utility campaigns, 
but the biggest prize of all is the 
major improvement in the com- 
pany's standing with its customers. 

44 





There are many ways to save 
money in getting your artwork 
ready for the television camera. 


By Dolph Franklin 


Art/production staffs with an in- 
terest in serving the television me- 
dium—its advertisers, agencies, sta- 
tions and producers—actually have 
to learn to speak, interpret and 
illustrate the new language of tv. 
They must meet specialized re- 
quirements. They must gear them- 
selves for flexibility—and the un- 
predictable. 

Hal Pahmer, principal of Pahmer 
& Littmann Inc., New York, spe- 
cialists in television art techniques, 
observes: “Art services for the tv 
field are limited by the system it- 
self. After all, when did an artist 
ever have to be concerned with 
how long it takes a woman to walk 
across a room, pick up a bottle of 
toilet water and smell it? It was 
never a problem in print. If there 
was not enough space, the type 
size was altered. But now ; 

Indeed, now the art studio, de- 
partment and production sections 
are called upon to consider: 


® Color values for flip cards and 
telops. 
@ Preparation of pull-tab devices. 


‘Production 
for Television 


Color-correcting packages. 
Choice of art materials. 
Storyboard techniques. 
Development of 
mies. 

Because everyone in the tv field 
continues to experiment (or 
should), the most we can do in an 
article is to report some of the 
techniques and case histories of 
those who have run the gamut of 
tv problems. 


realistic dum- 


> Consider color and tonal values. 

“Do not use pure whites or pure 
blacks when preparing artwork for 
live tv—that is, for direct camera 
shooting prior to projection. You 
see, it is intrinsic with electronic 
systems to give everything more 
contrast,” states H. Pahmer. “Avoid 
extremes. This also helps elim- 
inate after-shadows. Keep away 
from subtle tones and gradations, 
too. The camera finds it hard to pick 
up these subtleties.” 


’ Color tv? The restrictions are 
even greater. “Keep color values in 
low, high or middle keys. Never 
mix the keys—the range of the 
tonal values.” 

It almost seems trite to mention 
the avoidance of glare—yet a little 
viewing of tv commercials is enough 
to make the advice worth repeat- 
ing. Every mechanical and produc- 


tion step in the preparation of art 
for tv should be worked on matte 
surfaces. This includes all photo- 
prints and all stats. 

How to avoid glare? “Use flat 
colors. Use transparent dulling 
sprays available in almost any art 
supply store.” Artists are warned 
against sloppy retouching of any 
kind—although the camera is re- 
luctant to pick up different tonal 
values, it is remarkably sharp and 
perceptive when shooting “repairs” 
in the same color, black, gray or 
white. An artist must develop a 
confidence and precision that is 
similar to the painter working with 
watercolors—not oils. Imperfections 
are highlighted by the studio lights 
and enlarged on the tv screen. 

Preparation of “supers” requiring 


Color Correction Telops like these 
require special color correction to re 


duce contrast and eliminate glare 
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the superimposing of type, letter- 
ing or photos over a picture should 
not be confused with 
paste-ups for 


mechanical 
prints. It is much 
critical—even more critical 
than preparing artwork for the en- 
graver. Why? There is no oppor- 


more 


tunity for the production depart- 
ment to indicate 


etching o1 


improvements, 
highlights. The 
viewer sees what is projected—and 
that’s it 


deepe: 


’ ‘To add the important element of 
“change of pace” to live tv com- 
mercials (similar to what wipe-ons 
are in filmwork), pull-tab devices 
are often used. The art/production 
people who use deep gray or black 
cards under the strip that first cov- 
ers the copy attain the advantage 
of easier-and-faster 
when 


readability 
to-be-exposed messages are 
lettered in bold white. Impressions 
must be made in seconds. Time is 
the phantom element. There simply 
is no time for Old English or callig- 
raphy 


> The package to be televised ought 
to be color-corrected for best re- 
sults. It stands to reason: consumer 
packages are designed to attract 
to glisten and shout. Just 
what the package must not do be- 
fore the cameras. In addition, con- 
sumer 


attention 


packages give instructions, 
list ingredients and generally make 
use of small-size type. Again, just 
what the package must not be be- 
fore the cameras. To correct both 
of these general elements, the art 
studio resorts to color-correction 
and package simplification. 

The package is opened flat and a 
copy print is made. Color values are 
ascertained and color separations 
are made to give a good representa- 
tion of the true package. All fine 
print is eliminated. Flat colors are 
used—and then the “dulling” sprays. 
A matte photoprint is made from 
which the final dummy is created. 
Same for dramatic jumbo dummies. 


WRCA-TY 


Mew Yor 


For Rapid Identification With ac- 
tion simulated by airbrushing and good 
lettering, this station break gets across 


a dramatic message in a restricted area 
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Felt Pens . . . These 
instant drying, felt- 
nibbed pens give 
sharp, uniform tone. 
WRCA-TV‘s Antoine 


points out example 


> Storyboards seem to reflect an in- 
finite variety of techniques and 
methods of preparation. Here is the 
phase of tv work to which Hal 
Pahmer was referring when he 
asked: . when did an artist ever 
have to be concerned with how long 
it takes a woman to walk across a 
room?” The answer is usually sup- 
plied by what Bert Littmann, 
Pahmer’s associate, calls “copy syn- 
chronization through experience’ — 
and he emphasizes the word ex- 
perience. 

Profitable recommendation: art- 
ists should take advantage of the 
cooperative spirit of both film and 
tv studios for “workshop” rea- 
sons. To get imbued with the spirit 
of showmanship. To learn termi- 
nology from the natives. To realize 
the limitations of the artists’ tools 

and the infinite possibilities for 
creative work. 


> Many artists have met the chal- 
lenges of the television medium by 
actually using new art media, new 
tools. Three popular instruments 
are: the Flow-master pen, Speed- 
Dry Dippen, and Magic Marker. 
Advantages: instant drying, no- 
smudge, no-smear. In addition, they 
can be used in prop and dummy- 
making situations requiring work 
upon glass, metal, plastic, rubber, 
wood, cellophane. 

According to Clyde W. Bartel, 
art director, J. Walter Thompson: 
“Magic Marker is today’s most 
versatile, new art medium. Cuts 
time. We don’t have to wait for jobs 
to dry, as with paints and inks.” 

Magic Markers are used in work- 
ing out storyboards. Crisp, uniform 
lines do not need fixing—work is 
smudge-proof. Boards are instantly 
ready for statting, roll-up or me- 
chanical work. 

Many tv weather forecasters use 
these new-type tools for sketching, 


hatching-in, marking and lettering. 
Deep, uniform tones are produced 
without causing globs of ink. 

> The high-wattage tv lights call 
for even more ingenuity by art 
production staffs. Pahmer & Litt- 
mann Inc. had to develop a frosty 
Pepsi-Cola bottle to withstand the 
heat of tv shooting. Solution: silk- 
screened, color-corrected labels 
were prepared and bottle was sand- 
blasted to get frosted effect. Clear 
nail polish was used to work-in 
realistic, frosty sweating. 

Another case: shortening product 
in can obviously would melt under 
lights. Plastic form from sculptured 
mold gave realistic, topping effect. 
But don’t confuse this “prop” work 
with food photography. 

Final advice: to keep pace with 
the ever-changing challenges of tv 

keep experimenting. 44 


Free TV Prop Service 
Available to Admen 


In the “it can’t happen here” de- 
partment, the availability of a free 
24-hour tv prop service has been 
announced by Bartmann & Bixer 
Inc., New York. 

The offer was made in a cleverly 
worded and illustrated “Memo: To 
a hard working, energetic account 
executive.” 

Written in the vein of “why kill 
yourself, let us do it,’ the memo an- 
nounces that while it can only sup- 
ply its line of Kenneth curtains and 
draperies, it would be happy to help 
out in any emergency prop needs 
for publicity purposes, magazine 
ads, etc., as well as tv commercials, 
with no more renumeration than the 
hope of a small credit line in the ad 
or commercial. 

A sample of tne memo is available. 


. » for more details circle 515, page 113 





‘Live,’ But Private, TV 
Makes Debut at Sheraton 


A new “first” for tv, as well as 
the hotel industry, has been 
launched by the Philadelphia 
Sheraton hotel with the opening of 
a tv network for “guests only.” 

Using a Vidicon camera chain 
from General Precision Laboratory, 
the Sheraton telecasts “live” pro- 
gramming, from a= studio in the 
hotel, several hours a day to the 
tv sets in all of the Sheraton’s 
1,000 rooms. 

According to General Manager 
Lloyd B. Carswell, the system was 
installed for “less than $10,000,” 
and that it is “an experiment” 
which, if successful, may be ex- 
panded throughout the Sheraton 
chain. 

The telecasts are received in the 
hotel on Channel 7, an open iv 
channel in the Philadelphia area. 
Programming includes convention 
meetings and entertainment in the 
hotel plus news and even “com- 
mercials” reminding guests of the 
hotel’s many facilities. 44 
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The Count’s What Counts Back-up 
display piece for Red Dot commercials 
offers 1,000 cigars to listener who can 
count the correct number of dits 


or is it the dots? 


Red-Hot Language for Dot 
Got ‘Dits’ Plus ‘Dots’ 


If you don’t know your “dits” 
you're not on the “dot” when it 
comes to one of the zaniest contests 
ever to hit the world of Radioland. 

Based on a “new language” cam- 
paign launched by Rockmore Co., 
New York, to sell “Red Dot” cigars 


@ 
Crattint 
“KLEEN-STIK” RUBBER CEMENT 


Exactly what the name implies... IT’S CLEAN...IT 

STICKS! For perfection and ease in mounting or pasting. “Kleen-Stik” 
is the constant choice of professionals. Perfect for office, studio, 
school or home use, it lays right and sticks tight. It peels cleanly from 
all surfaces when desired. The finest, genuine rubber cement 

on the market, “Kleen-Stik” is made of pure, 

pale, crepe rubber. Will not stain or smear ink and 


will not wrinkle the flimsiest of tissues. 


THE CRAFTINT MFG. COMPANY Available in 4-¢ 


NEW YORK + CLEVELAND + CHICAGO Bottle (Bri 
Main Office 
1615 Collamer Ave. Cleveland 10, Ohio 


$ 8 8S 8S S To start getting your share of 


Advertising 
Requirements 


sales power in the $3 billion 
advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illi 
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for its client, the Federal Cigar Co., 
the contests aims at getting listen- 
ers for a “real gone’ Morse Code- 
type commercial. 

Typical of the Red Dot commer- 
cials is the following: 

Voice: Got a message . . 
hot from Red Dot! 

Man: Send it, key-man! 
Business: Ditdotditdotditdotditdot 
It’s a sweet cigar 
Ditdotditdotditdotditdot 
ditdot 
spectac-lahr 

At this point, the contest becomes 
extremely useful to the commer- 
cial. While the average, trying-to- 
stay-sane, individual would nor- 
mally run screaming to the radio to 
flick the dial, the Red Dot contest 
urges him to hold still and “count 
the number of dits and dots.” 

Chief back-up piece of the con- 
test and commercial is an 11x16” 
four-color store counter-display 
that holds contest entry blanks and 
features a huge headline reading: 
“Win 1,000 Cigars.” 

Rockmore feels the zany ap- 
proach to selling cigars has a num- 
ber of advantages. First, it gets the 
consumer to listen carefully to the 
commercial, thus establishing brand 
identification. Second, it builds 
store traffic for the cigar company's 
dealers. Third, it secures dealer co- 
operation, by offering him a chance 
to win a duplicate prize. 44 


. it’s red 


Products, Not Dollars, 
Can Buy Radio, TV Time 


A plan for radio and tv product 
promotion through participation in 
give-away programs is discussed in 
a folder from Bander-Koss and As- 
sociates, Hollywood, Cal. 

The products are used on pop- 
ular, national programs with the 
product’s copy read by the master- 
of-ceremonies. 

The folder describes the precise 
steps of the promotion service, ex- 
plains how local dealers can tie in 
with the program, and details the 
steps necessary to start the ball 
rolling. 


. « » for more details circle 516, page 113 


New Mars P.O.P. Displays 
Stimulate Sales Via TV 


A sales-stimulating combo of tv 
and p.o.p. is sweetening the pot 
for Mars Inc., with the introduction 
by the company of two new point- 
of-sale displays that tie-in decora- 
tively with the two Mars’ network 
tv shows. 

One display, inspired by the 
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Mars TV Displays. . 
Two new displays 
for famous candy 
company tie-in 

with Mars tv 
network shows. 


“Mickey Mouse Club,” stands 63x 
20” and features colorful Walt Dis- 
ney cartoon characters clustered 
around a tv facsimile that shows 
Mickey Mouse and Mars bars on 
the tv “screen.” Copy above the 
jumble display of the candy reads: 
“Hey Kids! Mouse-kartoon Masks 
on the back of Mars Six-Packs.” 
The candy company sponsors Mick- 
ey Mouse Club on alternate Tues- 
days for a 15-minute segment of 
the half-hour show. 

The other jumble display features 
personalities from “Circus Boy,” 
the half-hour “big top” show that 
Mars sponsors on alternate Thurs- 
days. It stands 54x26” and is de- 
signed in the form of a circus wag- 
on dominated by a jovial elephant 
balancing a Mars six-pack on the 
tip of his trunk. 

Both displays were designed by 
Kling Studios, Chicago, and both 
are jumble displays. a4 


News Coverage Telecasts 
Seen Seconds After Event 


Television news coverage just 
seconds after the actual event was 
demonstrated for the first time at 
the recent Baltimore 
sponsored by the 
Broadcasting Co. 


conference, 
Westinghouse 


Conference guests were shown a 
“live” remote telecast by WJZ-TV, 
Baltimore WBC station which fea- 
tured a simulated but none-the- 
less exciting tugboat fire in the 
Baltimore harbor. The viewers sat 
through the four-minute demon- 
stration of news coverage and found 
it quite exciting. 

However, the real excitement 
came only seconds later when the 
scene just witnessed “live” in the 
studio, was replayed on the screen. 


’ To explain its “On-The-Scene” 
news coverage ability, the studio 


drew back its stage curtains to re- 
veal a new, specially-installed 
Ampex VR-1000 Video Tape Re- 
corder playing back a magnetic 
videotape recording of the “live” 
remote telecast just previously 
screened. 

The immediate replay is possible 
because of the videotape’s ability 
to be reproduced without process- 
ing. This, plus the Vidicon camera 
which picks up the pictures for 
microwave transmission back to the 
station from the scene of the news 
event, will provide tv stations with 
the ability to telecast “on-the- 
scene” news just seconds after the 
actual event. 44 


Standard Art Guide 
Developed for TV 


A framing guide to standardize 
measurements for tv art work com- 
mercials has been jointly developed 
by the American Assn. of Adver- 
tising Agencies and the Station 
Representatives Assn. 

The guide provides measurements 
for use in the preparation of tv 
flip cards, telops and slides plus 
giving specific suggestions for safety 
margins, paper stock and the use 
of blacks, whites and grays. 

It is available on 11x14” card- 
board on which the tv screen area 
may be cut out like a window, or 
as a transparent overlay which can 
double both as a protective cover 
for artwork and as a guide to sta- 
tion technicians in framing the art- 
work on camera. 

The guide is not copyrighted, and 
both the AAAA and SRA rec- 
ommend its use to avoid some of the 
confusion and delay concerning tv 
artwork which now occurs. 

Electros, mats, or reproduction 
proofs are available from the Mar- 
bridge Printing Co., 225 Varick St., 
New York 14. 44 





o celebrate its 25th anniversary 

Peters, Griffin, Woodward 

Inc., New York, presented a 
silver-finished paperweight of Col- 
onel P.G.W. to 2,500 advertisers, 
agencies and friends of the com- 
pany. 

This is the third Colonel paper- 
weight presented by PGW to radio 
and tv representatives. The first and 
second were done in plaster and 
were hand-colored. The recipients’ 
names on these were handlettered. 
They celebrated the 10th and 20th 
anniversaries. 

The silver Colonels for the 25th 
anniversary were molded from a 
clay model in silver-plated white 
metal. The recipients’ names were 
machine-engraved on separate sil- 
ver-plated blanks. These were ap- 
plied to the bust with a permanent 
adhesive. 

Colonel P.G.W. is a_ trademark 
character used by Peters, Griffin, 
Woodward for almost the full 25 
years of its corporate life. 

The 1957 Colonel, who measures 
334” high, 244” wide and 2” deep, 
weighs approximately one pound. He 
was mailed in a jewel-like box. 

Most details of the mailing were 
handled by PGW’s advertising 
agency, Doe-Anderson, Louisville. 
Warwick Anderson and H. Preston 
Peters first met 25 years ago. 


> To deliver the busts before the 
Fourth of July, agency and ad- 
vertiser had to adhere to a rigid 
time schedule. 

PGW’s New York headquarters 
and its branch offices in Chicago, 
Detroit, Atlanta, Fort Worth, Holly- 
wood and San Francisco organized 
a mailing list. Names were sub- 
mitted by PGW’s 80 representatives 
throughout the country. 

Proofreading, checking and the 
usual human-equation errors were 
present but minimized since the 
mailing list was correct and clean 
to begin with. 

Where the busts could be de- 
livered easily by the PGW Colonels, 
they were shipped in bulk to the 
seven PGW offices. From there the 
packages were delivered personally 
by the PGW reps. Where this was 
not possible, the shipments 
made by mail, individually. 

The silver paperweights were 
manufactured by W. J. Smith Co., 
Louisville. 


were 


> To accompany the paperweight, a 
five-color 16-page 812x12” brochure 
was printed. Five thousand copies 
were printed. Half went to the 
prime list. The other half went to 
other advertisers, 
company friends. 

This brochure 
separations and 


agencies and 


color 
line, 


involved 
artwork in 


A Silver 


Colonel on a Silver 


A nniversary 


calling for complete and accurate 
mechanicals with tricky register. 
Layout and art were by Lester 
Rossin Associates, New York. 
Printing was by Pictorial Offset, 
New York. 

Copy was geared to the next 25 
years as previewed by 60 broad- 
casters, with a back-cover salute to 


PGW. 


>» As a further tie-in with the silver 
paperweight, a spread was run in 
Advertising Age and four-page ads 
in Broadcasting, Radio Daily and 


Television. These appeared in issues 
immediately before the Fourth of 
July to tie-in with the mailing and 
in-person delivery of the bust. 

Bust and booklet cost PGW 
$20,000. A goodly portion of this 
cost was for the bust, mailed first 
class for 55c. The cost of the bust 
itself has not been disclosed. 

Was the campaign worth it? 
There are quite a number of Colo- 
nel P.G.W. paperweights gracing 
the desks of advertisers and agen- 
cies these days, a daily reminder of 
Peters, Griffin, Woodward. a4 
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HOW GOOD 


A gate-fold insert can add a lot of extra 
interest to any booklet or catalog. But 
getting a gate-fold to work right isn’t 
always an open and shut case. 

Your experienced printer, lithographer 
or silk screen representative can help 
you plan a gate-fold successfully. He’s 
seen plenty of difficult folds. He’s 
solved plenty of difficult problems. He 
can save you time and money in many 


IS A GATE-FOLD? 


an EEOC CIO _ 


ways. That’s why it’s so important to 
talk with him before you start work on 
any job. 


You'll like working closely with your 
printer, lithographer or silk screener. We 
know because we’ve done it for years 
in bringing printers the quality papers 
they need to serve you best — the most 
complete line in the world! The Mead 
Corporation, Dayton 2, Ohio. 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio * New York + Chicago « Boston « Philadelphia « Atlanta 
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By Al Robertson 
Al Robertson Appliance Stores 
Oklahoma City 


All too often we, in retail selling, 
resemble the absent-minded Broad- 
way producer who never saw the 
curtain go up on his carefully re- 
hearsed play because he forgot to 
announce the opening to the public. 

While we don’t go as far as the 
producer did—for we do announce 
our “openings” through displays, 
signs, plus plenty of coverage in 
the papers and on radio and tv 
we do have a tendency to let our 
“audience,” the prospect, just wan- 
der in. Now whether he does this 
because he’s been moved by our 
mass media ads or just because he 
wants to get in out of the cold, is 
frequently a question to us because 
we haven't made an effort to single 
this prospect out. 

Also this one wanderer probably 
represents many others who were 
not cold and who didn’t happen 


This article is based on a talk given at 
the last convention of the Natl. Appli- 
ance & Radio-TV Dealers Assn. 
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ow to Use 
immicks in 
irect Mail 


Here are some outstanding examples of in- 
genuity and imagination applied to direct 
mail, developed by an Oklahoma City re- 
tail appliance dealer. 


to hear or read our mass media 
ads. 

So since our prospect is the key 
element, or the first step in any 
sale made, we're not doing the best 
possible job of announcing our 
unless we use all the 
methods at hand. And one of these 
that should never be forgotten is 
direct mail! 


“openings” 


> While no one can quarrel with 
the effectiveness of the other ad 
mediums, direct mail can do two 
special things for you. 


1. It can give extra timing flexi- 
bility .. . if the weather is bad, the 
mailing can be held for a_ better 
day. This is not always so easy to 
do with scheduled, mass advertis- 
ing. 


2. It can select your audience 

In direct mail’s ability to concen- 
trate its aim on the right prospect, 
its rather like squirrel hunting. 
The hunter with a rifle selects one 
squirrel, waits for the right time, 
and then fires. Chances are he gets 
him. On the other hand, the hunte 
with a shotgun shoots at the whole 


tree and sometimes” gets no 
squirrels at all. 


> How can direct mail help the re- 
tailer? In my particular field—ap- 
pliances—it’s been a great aid not 
only in strengthening established 
customer buying, but also in get- 
ting new prospects for our prod- 
ucts. In this latter respect, direct 
mail has been used successfully by 
us in the following four areas: 


e@ As a 


calls 


warmer for cold-canwass 


e As an introduction to newcomers 
in the area 

e As a general traffic builder 

© As a follow-up on customer leads 


>’ We believe, however, in getting 
our direct mail read. So we've de- 
veloped a general trend of “teasing 
and pleasing” which has given good 
results. Typical examples of how 
we approach these four avenues to- 
ward new prospects are these: 


@ When Canvassing Before we 
set out on a cold canvass, we send 
our mailer ahead to warm up the 


prospect. This is always a gift with 
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aicinse lo Shink Imperial, | 
Joseph Chamb 


pr hamberlain 183¢ 1914 





Can't understand why anyone should 
want to learn to think Imperially. 
Sounds like this Joe must have been 
romancing some babe on the royal 
ladder. Why with us, there’s hardly 
a day goes by that our one and only 
Vice President doesn’t pick up an 
order himself. Nothing Imperial about 
us, except maybe our work. 


r0gte ADVERTISING SERVICE 


521 SOUTH WABASH AVENUE * WA 2-9560 
Fast and Resourceful Service — Since 1919 


— Reasonable, tool 


Multigraphing * Mimeographing * Printing * Mailing 
Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 


a) LOW 
PRICES 


FULL COLOR POST CARDS! 
Just look at these new low prices for top 
quality Crocker Mirro-Krome Adver- 
tising and Sales Promotion Cards — 
QUANTITY FIRST RUN 
(Size 314%4"x 514” with one picture) 


50 M $9.50/M 
100 M 8.50/M 
250 M 7.30/M 


These Crocker Mirro-Krome sales pro- 
motion pieces have countless uses — 
direct mail, sample cards, point-of-sale. 
Write Crocker today to see how Mirro- 
Krome cards can build your business. 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 7 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


Dept. AR-5 
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a note saying, “One day this week 
we will call you to ask one ques- 
tion. Do you want to save money?” 
That’s all in the note and it doesn’t 
include the store name, and the en- 
velope has no return on it. The 
sting of the cold-canvass call is 
now gone, whether we call in per- 
son or on the phone. The gift may 
range anywhere from a package of 
needles at a cost of 6c to a Better 
Homes & Gardens cook book we 
send by special messenger. With 
the cook book, the note said we 
would call and explain how they 
could keep the gift. How do they 
keep it? Just by listening to our 
story. No purchase is necessary. 


@ When Soliciting Newcomers 

Our aim here is to get acquainted. 
After selecting the list, we send a 
gift offer which the prospect can 
have by returning an appointment 
card enabling us to drop by and 
tell who we are and what we have 
to sell. Again, no purchase is nec- 
essary. As gifts, we’ve used a set 
of steak knives costing us $1, a set 
of plastic mixing bowls, and a $1 
miniature camera. This last one was 
popular with the children in the 
family. Frequently, it was Junior 
who wheedled his parents into 
signing the appointment card. 


® Creating New Traffic 
is the 


This 
used by us. We've 
offered free Christmas trees, sent 
keys mailed on a shipping tag, or 
made a contest announcement ask- 
ing them to come to the store to 
pick up their entry blanks. We try 
to keep from scattering our efforts 
here by qualifying the list. 


least 


@ Following Customer-Leads 

Our favorite list since a survey con- 
vinced us that 47°) of our totai 
business in one year came from 
prospects pointed out by satisfied 
customers. Here we use trick mail- 
ings. For example: 

Milk Carton Mailers ... Our let- 
ter was sent in regular milk car- 
tons supplied free by a local dairy. 
The address was on a shipping tag. 

Sponge cards . The card said 
“dip me in water and see what 
happens.” It expanded into a full- 
size kitchen sponge that was im- 
printed with our telephone num- 
ber. 

Telephone stickers Here we 
told the prospect that if our tele- 
phone number was fastened to their 
phone when we called on them, 
they were entitled to a gift. 

Clothes Pins . .. We mailed these 
in transparent freezer bags, ex- 
plaining how they could be used to 
fasten the bag. Of course the 
clothes pin was imprinted with our 


ad message. This gave us the dis- 
tinction of having our ads in 
freezers and refrigerators all over 
town. 


> Other trick mailings that have 
worked well for us include: 


© An Empty Envelope ... De- 
scribed at a NARDA convention 
several years ago, this one is sim- 
ple but effective. You simply mail 
an envelope with nothing in it, but 
make sure your telephone num- 
ber is on the outside. Invariably the 
customer thinks a mistake has been 
made. Invariably, his curiosity gets 
him to call you. Never tell him 
you purposely left it empty. Blame 
your secretary, the Boss, the jani- 
tor, anybody! Explain that it should 
have contained news of a_ very 
special offer, and tell your caller 
all about it. He has called you, 
chances are, when it was con- 
venient to listen and so has time 
for you. 


© Paper Bag Mailers . . . These are 
good for a teaser series. We use 
first a brown +4, then a +2 white 
one, then a small transparent one. 
They cost less than envelopes and 
get the letter inside read by the 
recipient. They also identify the 
store to the customer who knows 
after a while the bags are our ad- 
vance flags for bargain buys. 


® Half a Letter . Using paper 
sacks again, I sent a national list a 
“Happy New Year” offer. I only 
sent page two of the letter, however, 
which said: “Well anyway, that is 
the story as I heard it and I 
wouldn't blame you if you didn't 
believe it.” Then I wished everyone 
a Happy New Year. This gimmick 
created more response than any 
other mailer I’ve ever used. Not 
only did letters pile in, but I re- 
ceived telephone 
grams. 


calls and _ tele- 

One poor secretary called long 
distance saying she had already 
misplaced enough things for one 
day and she didn’t dare take page 
two of a letter into the boss with- 
out being able to come up with page 
one! All those who responded to 
page two received page one from 
me shortly afterwards. 


>» Direct mail is effective if you re- 
member to: 
select the list carefully 
@ make it interesting 
@ make it worthwhile 
® keep it timely and seasonal 

As for using it in our business, I 
am frequently reminded of Na- 
poleon who said, “I will win if I 
make less mistakes than my op- 
ponent.” 44 














a4 
7 


ed 





LCC t dat) +) 


Pr ae OC 


& NV WHERE ot 


Copy In Fl VE Col OT § » « « anything written, printed, typed, 


drawn or photographed, right in your own office. 

The brand new Apeco Uni- Matic Auto-Stat is the greatest advance- 

ment in office copying in the last ten years. It is the culmination of 

many years of research and engineering by America’s leading manu- 

facturer of office copying equipment. 

This revolutionary new machine makes copies in less than half 

The Apeco Uni-Matic Auto-Stat is the world’s fast- the time of any other photocopy maker. It is so simple to operate 
est, easiest to operate, all-purpose copy-maker. The anyone is an expert the first time he uses it. The Apeco Uni- Matic 
original to be copied is inserted into machine . . . the Auto-Stat copies from any original—any color—on opaque or 
copy feeds right out . . . original is instantly returned. ees : : 

transparent paper... printed on one or both sides. It is handsome, 

compact, and light weight. Offers hundreds of time and money sav- 


° . ing uses for every business at a price within the budget of the 
Look Alike Copying 


smallest firm. 
oo ALSO AVAILABLE ON LOW COST LEASING PLAN 


American Photocopy Equipment Co. AR-58 
2100 W. Dempster St., Evanston, Iil. : 
Rush me, without obligation, your new free 
book on the revolutionary new Apeco Uni- 
Matic Auto-Stat. I understand this book 
npn “. : explains office photocopying applications in 
F = detail and shows how my business can greatly 
The Apeco Uni-Matic Auto-Stat produces white a benefit by the use of this modern copy-maker. 
copies that look exactly like the original. Whites are - 
copied white, blacks are copied black—and middle 
t i i ity. . 
ones in grays of equal intensity Withee Type of Bus. 


Send for new FREE BOOK: “~ 
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City Zone _State 


Individual Title 
In Canada: Apeco of Canada, Ltd., 134 Park Lawn Rd., Toronto, Ont 
In Mexico: Apeco de Mexico S. A., Ignacio Estva #7 


Esq. Jose Moran, Mexico 18 D. F., Mexico 
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No matter what copy machine or method you now = 
use you will be interested in knowing how the excit- 
ing new Apeco Uni-Matic Auto-Stat can save you Instantly copies letters, invoices, receipts, charts, blueprints, photographs, 
time and money by cutting costly office paper work. quotations, drawings, catalog pages—anything. 


A LIBERAL TRADE-IN OFFER ON ANY COPYING AMERICAN PHOTOCOPY EQUIPMENT CoO. 
EQUIPMENT IS AVAILABLE FOR A LIMITED TIME. 2100 W. Dempster Street, Evanston, Illinois 
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explaining in detail the new Apeco Uni-Matic 
Auto-Stat and how you can use this revolutionary 
copy-maker in your business? 
TEAR OUT AND MAIL THIS AIR MAIL 
POSTAGE PAID REPLY CARD TODAY! 
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Fifth of a Series 


What 
External 
Publications 
Look Like 


External house organs take all sizes, shapes and styles. A technical librar- 


ian here reports on a selection of publications that come across his desk, 


analyzing their sizes, titles, attitudes and approaches. 


By Russell Shank 

Engineering and Physical Sciences 
Librarian, Columbia University 
New York 


Once management decides _ to 
publish an external house organ, a 
number of technical questions con- 
cerning such a publication must be 
faced by a house organ publisher 
and his editor. For example, there 
are the problems of what to call 
the journal, how often to issue it, 
and what to put in it. A recent sur- 
vey of 74 external house organs 
selected at random from the col- 
lection of the Engineering Catalog 
Library at Columbia University at- 
tempted to find the answers to 
these questions. 

Suppose you were going to start 
an external house organ. Here is 
what the survey says you would 
do. 


> What would you call it? 

Chances are you would either try 
to find a way to work part of your 
company name or your product in- 
to the title. You would find your- 
self in the minority if you squeezed 
in the entire name of the company. 
On the other hand you might ex- 
ercise some real ingenuity and 
come up with a title like Ross En- 
ginair or Trane Weather Magic 
that would get both the company’s 


name and product on the lead spot 
of the cover. This isn’t easy, how- 
ever. Only 15% of the titles sur- 
veyed managed it. 


> How many pages would you in- 
clude in each issue? . . . One-third 
of the external house organs con- 
tain between 17 and 32 pages. The 
most prevalent size in this range is 
32 pages. Another frequently used 
size is 28 pages. Journals with 9 to 
16 pages are also popular, with 16 
pages getting the nod most fre- 
quently. Very few companies go 
over 32 pages per issue, although 
it has been successfully done. Gen- 
eral Electric Review and Ford 
Times go as high as 64 pages every 
issue. Less than three per cent of 
the externals fall in this class, how- 
ever. 


> How often would you issue it? ... 
Unfortunately it was impossible to 
tell from the information given in 
some of the journals how often they 
were issued. It can be safely as- 
sumed that at least 50°) of the ex- 
ternal house organs are issued 
monthly. Another 40°% split rather 
evenly between 
quarterly issues. 


bi-monthly and 


>’ What about page size? ... In case 
you are interested in the size of 


your pages, 28% of the journals in- 


cluded in this sample were less 
than six inches in height; 27% were 
between six and eight inches; 45% 
were from eight and one-half to 
eleven inches in height. Widths are 
usually standardized to five inches, 
six inches and eight inches for each 
of the above categories. 

It was impossible to find any cor- 
relation between page size and the 
number of pages in each issue. 
There was a strong tendency for 
the 9- to 16-page and the 17- to 
32-page magazines to be 10 or 101%” 
in height. The largest group was 
1014” with 16 or 32 pages. 
> What goes on the cover? ... Re- 
member, these are sales promotion 
publications. If you don’t get the 
name of your company in the title 
of the journal, it ought to appear 
prominently in another position 
that is easy to spot. Only 48%, of 
the journals carry the full name of 
the company on the cover, but less 
than 13°, fail to get the name on 
the cover at all. 

The names of the companies pop 
up, of course, inside the journals 
quite frequently. One stunt is to 
put the name of the journal at the 
head or the foot of each page. If 
the company’s name is part of the 
title, then, it’s always in front of 
the reader. Another popular stunt 
is to print the name of the com- 
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pany in bold or capital letters every 
time it appears in the text. 

The back cover is a good place to 
put the name of your company too. 
Over 68% of the house organs do 
this. It is surprising, though, that 
three-quarters of the journals men- 
tion the companies’ full names 
prominently no more than three 
places in any issue. An additional 
note—if you pick four pages as 
your issue size, chances are very 
high that you will get the full name 
and the address of your company, 
and part of the text on the cover. 
More than three-quarters of the 
four-page journals do all three. 


> How about photographs and art 
work? ... One house organ editor 
calls photographs a “sales wallop 
producer” and urges their use to 
the fullest. It seems that everyone 
agrees. While there are only four 
house organs devoted exclusively 
to pictures, 28°% devote from 60 to 
90°; of their space to photographs 
and artwork. Another 35° devote 
from 40 to 60°, to pictorial presen- 
tation. There are a few (four per- 
cent) that go to the opposite ex- 
treme and are pictureless, or prac- 
tically so. 

By far the most popular subject 
for pictures is the product-in-ac- 
tion type. Nothing seems more 
positive in a sales promotion than 
to see the machine or tool at work. 
Reo News published a vivid picture, 
taken from directly above the scene 
of action, of a 90’ beam being towed 
around a street corner by a Reo 
truck. The picture, by the way, was 
taken by a free lance photographer 

one of many who has found a 
steady, paying market for simple, 
but pointed shots. 

The smaller journals either re- 
serve their space almost exclusively 
for text, or for pictures. Again, the 
9- to 16-page and the 17- to 32- 
page journals set the pace. The 
former devote 48.1°; of their space, 
on the average, to pictures; the 
latter average about 49.5°7. Most of 
the 16-page journals range from 40 
to 90°, of their space in pictures, 
while the 32-page journals are a 
shade lower, ranging from 30. to 
80°,. 


» Should color be used? . .. Color is 
extremely important in house or- 
gans. More than 78%, of the ex- 
ternals use color somewhere on the 
cover. More than half of them use 
color in pictures on the _ inside 
pages. Even if it is only in the titles 
of articles or in thin stripes across 
the page, €0° of the externals have 
some color somewhere in them. 

> An editor or no? 


An editor, 
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AVAILABLE FOR HOUSE 
ORGAN EDITORS 


American Assn. of Industrial Editors, 
24 Fairfield St., Montclair, N.J.— 


A 20-year old professional associa- 


jual memberships 


ffiliated associ 


17 
JaZ1 


Industrial Editor, P.O. Box 45889, Los 
Angeles 45—A | zine 
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International Council of Industrial 
Editors, 9 Overwood Rd., Akron 13, 
Ohio—A professional associatior 
with local chapters in many ports 
of the country 

More Business through House Or- 
gans, S. D. Warren Co., 89 Broad 
St., Boston—This 


booklet shows how 
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Stet. % The Champion Paper & Fi- 
bre Co., Hamilton, O.—According 
to its masthead, “it is a monthly 


or a full editorial staff, is listed in 
the mastheads of 40% of the house 
organs surveyed. More of them may 
have full or part-time professional 
editors but may not give them 
credit. The trend is towards the use 
of trained experts in journal pro- 
duction. 

A good printer can serve a use- 
ful role in editing your house or- 
gan, but he has other things on his 
mind too, and your journal might 
be slighted. An editor can mean 
the difference between an amateur- 
ish layout with ineffective presen- 
tation and a cohesive, stylish pro- 
duction. He can save you money 
too with decisions based on expe- 
rience. 


>» Who writes external articles? 
Most ofthe articles in externals go 
unsigned. Presumably they are 
written by the editorial staff or by 
other company employes, perhaps 
in public relations or advertising 
departments. However, company 
engineers and supervisors are 
tapped frequently, at least by the 
16- to 32-page journals. Articles by 
these people are usually signed. 
Only four articles signed by high 
company executives were found in 
the entire survey! Apparently this 


is either a “hands-off” or an “an- 
onymous” area of official activities. 
Perhaps the appearance of the exec- 
utives’ names too frequently would 
give these magazines a top-heavy, 
pushy slant, scaring off other writ- 
ers and perhaps even readers. 

It is quite acceptable to have out- 
siders write for the external. Usual- 
ly the outsiders’ articles are case 
histories or descriptions of applica- 
tions of various products by their 
own firms, and are written by the 
executives or the engineers custom- 
ers’ firms. 

Once in a while a famous name 
turns up in externals. Bernard De 
Voto was a popular contributor of 
travel and regional history articles 
to externals, and Senator Richard 
Neuberger still carries his journal- 
istic activities into this field. These 
authors write very generally about 
an industry or an area, however, 
and such articles are not common. 


> Are externals readable? ... Ex- 
ternal house organs are not noted 
for a high degree of reading ease. 
Although there might be some ob- 
jections to the use of Flesch’s Read- 
ing Ease formula, particularly when 
applied to technical literature, it 
was used in this survey for what- 
ever general pattern it could turn 
up. In spite of the fact that technical 
writers may be forced to use long 
words, most of the Ilcw-scoring 
house organs could improve their 
scores by using shorter sentences. 
Ease of reading scores of the 
sample journals ranged from 12 
(very difficult) to 78 (fairly easy). 
The median score was 45 (about 
one-third of the way between dif- 
ficult and fairly difficult) and the 
mean was 46. There is no correla- 
tion between industry and ease of 
reading, except that the chemical 
and electrical company journals 
tended to be slightly more difficult 
to read. A glance at the four maga- 
zines with scores in the 70’s showed 
one interesting feature—three of 
them list full-time editorial staffs. 


> How do you get the “sales” slant? 
.. . House organ editors are warned 
to go easy on the typical advertising 
style. The keys seem to be “don’t 
push” and “keep it newsy.” The 
easiest and most popular way to do 
this is to concentrate on case his- 
tories of applications of your prod- 
uct, or descriptions of your products 
with no reference to its application 
in a particular firm. Articles of this 
type are featured in more than 50% 
of the journals surveyed. 

The external is a good place to 
push new products. Aside from the 
product description articles, it is a 
toss-up between three other types 





of articles. First there are the ar- z; 

; ; a =. 
ticles dealing with sales promotion | 

activities, contests, and descriptions 


of sales agencies or departments of | [ors 7A | { ‘ 
the firms. Then in close order come | a_i » Se a - : — 
articles on sales personnel and gen- | , oe a 
eral problems of product design. ee “"& 
Mail-back inserts and coupons are 
the least used of the sales ap- 
proaches, even though they are an 
easy way to gage the effectiveness 
of house organs. 
Companies manufacturing con- 
sumer products generally aim their Sorg's colorful Plate Finish is widely used for the hundreds of different 
house organs at dealers and distrib- printing jobs that demand a paper with its cylinder-made strength 
utors. and emphasize sales cam- 4 - and beautiful, gleaming-smooth printing surface, Available in 12 
ae : attractive colors and white, and in cover, bristol, and tag sizes and 
paigns and methods. The few house , 


Z ‘ \ weights, you are sure to find Plate Finish one of the most versatile and 
organs from this type of company 8 


economical papers you have ever used. Ask your Sorg Distributor for 
designed for the general public are ; the Plate Finish sample portfolio and for sample sheets of 


usually very general in their con- Pe Tee a SO ae eee 
tent, with articles only slightly hint- : } SAE SORA, THe SE Tey PI | 
° ‘4 from manifold to tag—you can specify all 
ing at a sales effort. ; ; your needs from one source . . . SORG! 
> Is the company a good subject? 
The number of articles about 
companies, which only _ indirectly 
point to sales, are limited. Company 
people are favorite subjects if you 
must include such articles. Actually 
only 16° of the journals have ar- 
ticles about people other than sales- 
men. Half that many have articles 
describing various divisions or plants 
of the company. The industry as a ies 
whole comes in for very little treat- er 
ment. Several journals follow the 


activities of professional associa- ASV 
tions. There are, however, journals een \ PAPERS 
published by industry trade asso- tk 


aii . =" ae _ ad al 
ciations which fill this gap. ——— 


be ad 
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> Do general and subtle “sales” pro- 

moters go? ... Occasionally exter- 

nals publish articles on subjects de- 

rived from the product, but not ob- 

viously suggesting sales. California- 

Texas Oil Co.’s Oil Lifestream of 

Progress, for example, may run an 

article on fishing boats, which in- SORG Stock Lines 

cidentally use petroleum products. WHITE SOREX e CREAM SOREX © LEATHER EMBOSSED COVER © PLATE FINISH « EQUATOR INDEX BRISTOL 
Likewise, Ford Times is entirely | S9UA/OE mau" + wpekrrown fon] WD = 10 Tala! «Ns, DOIN 
devoted to travel and regional high- 


Offices in NEW YORK e PHILADELPHIA e CHICAGO e BOSTON e ST. LOUIS e LOS ANGELES 


Industrial Direct Mail 


Written to meet the needs of your particular 
problems. Hard-hitting campaigns, letters and 


brochures that” pre-sell your products and 
double the production of your Sales Sratt 
It costs you nothing to talk it over with us 
CHASE & RICHARDSON, Inc. e 
18 E. 41st St., New York 17, N. Y. MU 4-4390 Because they pull so well, many peo 
ple think ‘Secret Message’ postcards 
printed with invisible ink have re- 
cently gone up in price. Not true! 


A Twin Feature... Still less than a nickel-in-the-mail! 


Two articles coming up next Free Samples, Know-How, Show-How: 
month on external publica- M. E. MOSS & CO 
tions, one of an ad agency, JAckson 2-6506 

the other of a public relations 119-f Ann St., Hartford 3, Connecticut 


firm. 
Bigby may not be the right man 


for that Mexican travel account. 
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RETURN ORDER 
ENVELOPE 


It’s the new Tension creative 
design return envelope created 
to sell a hitchhike item on the 
outside. Here’s a new way to 
sell more and different mer- 
chandise along with that on 

our insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. 


When a customer is enclosing 
his money in the envelope, he is 
in a buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
hike “impulse” item can boost 
the size of many of your sales. 


HAVE YOU SEEN ... “The In- 
fluence of Envelopes,” a full- 
color movie telling the fasci- 
nating story of the envelope 
from paper to ultimate use. 
Available free, write for details. 


FREE SAMPLES 


Let us send you free samples of many 
Tension “Hitchhike” item envelopes 
now being used in your industry. 
Please enclose copies of your own 
business reply envelopes. 


-_ 
‘ 


MN Tension Envelope Corp. 
7s \ 815 East 19th Street 


YRS ia Kansas City 8, Missouri 
W > 


ASS tisk. ENVELOP 


A 
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Send me without obligation free sam- 
ples of Tension “Hitchhike’’ item 
return order envelopes. 


Firm Name 
Address 
City 


Zone......State...... 
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lights, in the hopes that more people 
will buy Fords and travel. These 
product-derived articles appear in 
23% of the journals. 

Humor in the form of cartoons 
and as filler jokes each appear in 
less than 30% of the externals. Ar- 
ticles with no apparent connection 
with the companies or the products 
are about as frequent as humorous 
items. All of the various sized mag- 
azines use fillers—human interest 
items to close gaps on the pages. 

As might be expected, magazines 
of eight pages or less are less apt to 
branch out into these more general 
areas. In fact, no one of the general 
subjects just mentioned appears in 
more than ten per cent of the four- 
page journals, and some of the 
items, such as product-derived gen- 
eral-interest articles and articles on 
company people other than sales 
forces personnel do not appear at 
all. 

The 16- and 32-page magazines 
are likely to publish any of these 
kinds of materials, with product- 
derived articles being the leader. 
Cheesecake just isn’t in external 
house organs. In all of the hundreds 
of pages examined, only one page 
was devoted to scantily-clad, bux- 
om lasses, and only one cover tol- 
erated a female in anything as 
skimpy as a sun-suit. Billboards, 
super aircraft carriers, mountainous 
scoop shovels and miniature 
switches are the drawing cards. 

Company finance, and statistics 
are seldom subjects for externals. 
Likewise the American way of life 
and the free enterprise system are 
avoided. One notable exception in 
the past was a series of 12 articles 
published by the Hoover Ball and 
Bearing Co. in the Hoover Sphere. 
The series was strongly pro free en- 
terprise, each issue being devoted to 
a different industry. Externals are 
a channel of communication from 
one business man to another, and 
apparently they are all convinced 
of the American system. 


> Can we use research articles? ... 
If your company has a well-estab- 
lished research department, you 
might consider publishing articles of 
applied research. A company maga- 
zine is an excellent outlet for engi- 
neers. Sometimes their work is too 
“applied” to warrant publication in 
a commercial journal. Or perhaps 
you want to time the appearance of 
research information with the an- 
nouncement of a new product. Give 
the engineers credit, however. They 
rate a by-line. 

General Motors Engineering 
Journal, IBM Journal of Research 
& Development, Philco Tech Rep 
Division Bulletin, Sylvania Tech- 


nologist, RCA Review, Organic 
Chemical Bulletin (Eastman Ko- 
dak) and General Electric Review 
are typical examples of research 
journals published by business en- 
terprises. They usually run as high 
as 32 or 64 pages per issue, but the 
Organic Chemical Bulletin is only 
six pages. Altogether 12% of the 
external house organ editors felt 
they could handle research articles. 


> And the “Homely Philosopher?” 
. . There are a few philosophical 
executives in the country and their 
house organs take on a rather fa- 
therly tone. The Houghton Line lists 
the Chairman of the Board of E. E. 
Houghton Co. as the “near” editor. 
The Houghton Line wanders from 
baseball to round-the-world trips 
(taken by the “near” editor) to 
leather packings (part of the 
Houghton line of products). This 
type of journal is very definitely in 
the minority. Only the philosophical 
executive, perhaps, can tolerate the 
thought of a dollar of company 
money being spent for such mun- 
dane musings. As the Houghton edi- 
tor says: “It’s better to give than to 
receive—hbesides, it’s deductible”. 


> External house organs are very 
pointedly a sales promotion com- 
munications medium. There is al- 
most an impenetrable wall around 
externals through which general in- 
terest material not related to sales 
passes only with difficulty. One of 
the most amazing phenomena is the 
strength of these journals. There 
are few deaths among house organs. 

Although there are still many 
old-time companies not publishing 
external house organs, more and 
more of them are entering the field. 
Of the titles selected at random for 
this study, five are in their first vol- 
ume. However, four are over 40 
volumes old, and many number 
their volumes in the 20’s and 30's. 

The external house organ is the 
portable salesman. It goes more 
places in a day and stays longer 
than a whole company full of sales- 
men. Heavy-duty equipment, cost- 
ing thousands of dollars, can seldom 
be sold in one or even a half-dozen 
random visits of a salesman. A 
house organ can build a _ thought 
pattern over a period of months 
which may then result in some pre- 
liminary decision by a customer to 
seek further information. 


> The number of pages, and not the 
page size is still more important to 
house organ publishers. All five of 
the newly established house organs 
included in this survey have 81x11” 
pages. The bigger page size gives 





Stands out in anv gathering 


ZIP-STRIP Envelope by CUPPLES-HESSE 


producers of fine quality 
paper products 


No question about it. The new Zip-Strip by Cupples-Hesse, per- 
forated near the end of the envelope for lightning-fast opening, 
stands out like a king on a throne, makes your correspondence as 
welcome as a queen for a day! 


For envelopes that can help you produce results more rapidly, 
write Cupples-Hesse for samples. 


CUPPLES-HESSE CORPORATION 
4110 N. Kingshighway, St. Lovis 15, Mo.—EVergreen 3-3700 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 
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AT NO EXTRA COST 


YOU GET 
ALL THESE EXTRA’S 





NATURAL COLOR POSTCARDS 


BY COLOURPICTURE 


1. COMPLETE CREATIVE SERVICE — 
from idea to finished product. 


2. TOP QUALITY — Plastichrome 
offers the finest reproduction you 
can buy. Winners of Lithogra- 
phers’ National Association 
Award the last four years. 

3. SERVICE — prompt, efficient de- 
livery when you need it. 

VERSATILITY — a complete as- 
sortment of postcards, albums, 
folders, broadsides and brochures 
from — 2%, x3" to 21" x 22”. 


5. PRICE — a complete sales pro- 
motion campaign for a penny or 
less per piece 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 


COLOURPICTURE PUBLISHERS INC. 


Dept. B-1 400 Newbury Street, Boston 15, Mass. 


i in -—. 
> 


Are yes [Laying 
Ist CLASS POSTAGE for 
3rd CLASS RECEPTION ? 





@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention 


@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


we LZ s 


ONVELOPE CORPORATION 
3026 FRANKLIN BLVD., CHICAGO 12, ILL. 
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more flexibility in presentation. 
Although the external shies away 
from the direct advertising ap- 
proach, many advertising ideas are 
used. The notion to spread out and 
keep pictures and print as big as 
possible is carried over from adver- 
tising to externals. It is not infre- 
quent that artwork will consist of a 
two-page spread with text and cap- 
tions interspersed at broad _ inter- 
vals. The use of overlapping art 
work and _ photographs is wide- 
spread in house organs and large 
page size lends itself to such presen- 
tation with less confusion. 2% 


Seller’s Guides... 





New or Revised Markets 
Aid Direct Mail Sales 


Since a good list is the first step 
in a successful direct mail cam- 
paign, it pays to keep abreast of the 
news in this area. The following are 
new markets, recently compiled, or 


“tried-and-true,” recently revised. 


Plus-Sales Ten “off-the-beat- 
Markets en” track distribu- 
tion channels, with 
purchasing potential, are 
charted for the first time in a new 
merchandising guide published by 
Sales Directories Corporation. 
Keyed to the special needs of 
salesmen seeking to extend their 
distribution outside the regular 
trade channels, the “U.S. Directory 
of Plus-Sales Markets” provides 
facts and figures on a variety of 


a huge 


markets by-passed by many large 
companies. 

Among the markets listed in the 
directory are rack jobbers, resident 
buying offices, government pur- 
chasing offices, mail order houses, 
house-to-house installment sellers, 
tea and coffee routes, farmer’s co- 
operatives, and rural store-catalog 
wholesalers. 

The directory is listed at $20 and 
may be obtained from Sales Direc- 
tories Corp., 1170 Broadway, New 
York 


Manufacturers’ A 
Agents 


listing of more 
than 10,000 manu- 
facturers who dis- 
tribute their products through man- 
ufacturers’ agents is available in the 
“1958 Manufacturers’ 
Guide.” 


Agents’ 


Representing the first revision in 
two years, this new guide is classi- 
tied by industry and provides a 
comprehensive listing of manufac- 
turers and their addresses. It in- 
cludes their 


credit 


details on 
products, 


principal 


estimated rating, 


and the name and title of the sales 
executive. 

As an additional aid to manufac- 
turers’ agents, the guide offers sug- 
gestions on communicating with 
manufacturers, quotes accepted 
commission scales for various prod- 
ucts, points out typical clauses to 
consider in a manufacturer-manu- 
facturers’ agent contract and pro- 
vides data on 
agent. 

A list price of $10 contains a 10- 
day unconditional money-back 
guarantee. The book is available 
through the Manufacturers’ Agent 
Publishing Co., 505 Fifth Av., New 
York 17. 


operations as an 


New Noble’s 
Listings 


This third annual 
directory, pub- 
lished by Thomas 
B. Noble, lists over 10,000 major 
buyers of advertising essentials and 
sales aids in the New York area. 

Entitled “Noble’s List,” the di- 
rectory groups its listings into eight 
classifications including advertising 
managers, art directors, purchasing 
agents, motion picture and tv di- 
rectors, etc. 

It is a 285-page, hard-bound vo!- 
ume with bi-monthly supplements. 
Complete price is $35. Noble’s List 
may be ordered from Advertising 
Trades Institute Inc., 135 E. 39th St., 
New York 16. 


Better Letter Guide 
Avoids ‘Goozlers’ 


If you've ever caught yourself 
writing, “I have been in a con- 
tinuous travel status,’ when you 
meant “I’ve been out of town for 
awhile,” it's regrettably true that 
youre a “goozler” and in sad need 
of a clever “better letter” booklet 
from the Mechanical Secretary. 

Written by Cy Frailey, author of 
“Sales Managers’ Letter Book,” the 
new “Letters That Sell” booklet is 
filled to the brim with helpful 
pointers on producing more effec- 
tive correspondence. 

Among the interesting sections 
in the booklet is a list of “Whisk- 
ers,” oldtime expressions often used 
in letters, but never used in every- 
day speech, a quick test to dis- 
cover the percentage of easily un- 
derstood words in one of your own 
letters, and tips on “Dated Action” 
methods to induce quicker response 
from the recipient. 

Main theme of the booklet, from 
start to finish, is the need for lette: 
writers to veel! 
formality and 
friendly touch. 


away from. stifl 


steel 


toward the 


. for more details circle 513, page 113 














World’s Biggest! . . . Direct mail tie-in 
with world’s biggest tree was used by 
Sequoia and Kings Canyon National 
Parks Co. with giant-size postcard. Copy 
inside traces history of the Sequoia. Card 
was lithographed in full color by H. S 


Crocker Co Small type bother you? 


Unable to get sharp, clear, legible small-size type? 


Cornnae SORES Semen eee Rx: Fotosetter / Warwick Typography 
on 1957 Mail ‘Leaders’ : 


; : Now, with Fotosetter typography by Warwick. 
A color slide film showing win- ; Bt fs 
; cae 66 you get super sharp characters, unlimited choice 
ning entries in the 1957 “Leader 
= ae ie a of small type faces, space-saving character 
Competitions” has been released for k 
. . : -sign that packs more copy in a given space. 
national showing by the Direct Mail - ie 7 | 
Advertising Assn. If you use small-size type for labels 
Designed for showing to schools 


mail order advertising—anything, bette: 
and interested business groups as 
well as for Direct Mail Day meet- 
ings throughout the country, the 
slide film includes portions from 
each campaign to receive one of 


the 1957 DMAA awards. 
Commentary explains the specific 


send for a copy of our new photographic type 
book. Your letterhead to Dept. SB 34 brings 
a copy pronto! Write today. 


WARWICK TYPOGRAPHERS 


: . 920 Washington Ave .« St. Lowis 1, Me. 
purposes of each campaign. Prints 

of the film are available at $20 for Phone CEntral 1-9210 TWX SL48 
the complete set. 

Additional details are available 
from the Direct Mail Advertising 
Assn. Inc., 3 E. 57th St., New York 
ae 44 


by air to m t / er > fire . 


PR Work And Benefits ATTENTION 


Detailed in Brochure th GETTERS! 


DOUG MACK’S 
Public relation work is stripped 4 ‘“MOPPETS” 


oe 5 ndreds available 
of its mystery and clearly defined eo euse 
Low Priced 
WRITE YOUR NEEDS 
ness and industry In an ingenious AND REQUEST 


eae) 
> brochure fro e ‘one SAMPLES 
ee ee oe DOUGLAS MACK PaO L ts 
mY. = neve — — “Think we can talk 1550 Church St. San * PRESENTATIONS 
1 them 


into a@ merger?" Francisco 14, Calif 
-rov ‘e JUST PUBLISHED — 116 poge cotclog 
. ve ty > it = eee 
I roves itively titled, “Communi ce 
cate? the two-color brochure 


. . . : Aen Business with: 
as to its function and uses in busi- Te 


da 
stresses the need for planned public ss hiahbeiiciaad 0! 
relations The benefits such in-ar for june... ELBE FILE & BINDER coma L Le 


ft } FALL RIVER MASSACHUSETTS 
planned program can olfer to the ‘ i rT 

Se } ie - How a Public Service Cami- eC sascha 
average businessman are illustrated 


i fe ee ee) tet eee Tuetes OF 
with a convincing case _ history. paign Has Helped Clean 
- for more details circle 514, page 113 Up New York 


a 
« 


LOOSE LEAF PROOUCTS 


Dept. AR-6 
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COLOR SEPARATION 
NEGATIVES 


ROTATING 
ORUM 


Schematic Diagram . 


After 
ments, 


years of experi- 
the PDI electronic 
scanner is now in practical 
operation. All admen who 
use color printing should 
be aware of this develop- 
ment. 


Electronic color separations can 
now be produced directly from 
color transparencies without a cam- 
era and without a lens! This revolu- 
tionary new device results in in- 
creased quality with lower costs 
than standard techniques which re- 
quire excessive hand correction. 

While there are a number of 
electronic color computers or scan- 
ners in various stages of develop- 
ment, the one described herewith is 


This article is based on material furnished 
AR by Walter Stearns, president, Right- 
mire Berg Co., Chicago. 





. . This diagram shows how the beam of 
light is split into the three primaries, which actuate photoelec- 







Dies MIRROR 
’ 
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mo LENS we i 
-_ 
SPOT - > t 
OF LIGHT fa eee i 
gee i ' 
eS FILTER 
oe ts 
alin +-PHOTOELECTRIC 
CELLS 







t CYLINDER 


CoLoR 
TRANSPARENCY 


the Time-Life Color Scanner, de- 
veloped by Time Inc., and handled 
by its subsidiary, Printing Develop- 
ments Inc., which is now producing 
color separation negatives uniform- 
ly and in substantial quality. With 
machines located in many of the 
larger cities, PDI offers services to 
platemakers. It produces color sep- 
arations from transparencies, mak- 
ing it unnecessary for any plate- 
maker to invest in an expensive 
piece of equipment. 


> This machine starts with color 
transparencies. To handle opaque 
artwork in color, a_ transparency 
must first be made. 

The transparency or transparen- 
cies from which separations are to 
be made are mounted on a trans- 
parent cylinder. A beam of light 
only 1/500th of an inch in diameter 
is transmitted through the trans- 
parency while the cylinder revolves 
and moves under the light beam. 


80 © Printing, Paper & Platemaking 





COLOR SELECTING 
AMPLIFIERS 


tric cells. These, in turn, feed into electronic computers which 
work together to produce four separation negatives. 


Separating Colors by Electronics 


> > > > > > > 


This insert, made with PDI separations, 
was prepared especially for this issue 
of Advertising Requirements. 


This beam is reflected through a 
set of special color filters in the 
three primary colors: yellow, red 
and blue. The three filtered color 
beams are converted into electrical 
impulses, each measuring the in- 
tensity of one of the three compo- 
nents. 

These three signals are fed into 
an electronic computer, which 
comes out with signal strengths for 
each of the four desired separation 
negatives. The computer applies 
corrections for the common defi- 
ciencies of process color. In effect, it 
compresses the color scale, it masks 
and corrects them. It also creates 











about this insert... 


This attractive example of color printing using electronic 
color separation procedures was prepared especially for 
AR through the courtesy of Rightmire Berg Co., Chicago, 
who prepared the positives and press plates from separa- 
tions produced by PDI’s Chicago office. Lithographing 
was by Runkle-Thompson-Kovats, Inc., Chicago, using inks 
from Kohl & Madden, Chicago., on 80 lb. Cameo Brilliant 
from Warren. The original photograph was by Ivan Dmitri. 





at moderate prices? 


G. R. Grubb & Co., a family 

on of real craftsmen. Because of 

opolitan location, costs are remark- 
Complete service in all types of 

; with union label. ¢ omplete color 

including color photography, 

| yn and color correction. Fully 

staffed to prov 
in 48th year 
publishers 


ide art and retouching. Now 
of service to agencies, printers, 
ind institutions. Careful attention 
to all orders personally or by mail. Quick 
delivery by rail, bus or air 


G.R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


WRITE, CALL or WIRE 
NOW 


for this 36 page 
hardbound book 


ONLY $1 . postpaid 


chock full of concise information and 
layouts showing how to impose sheets 
up-#0 42 x 62 including Quad 32 with 


complete specifications. 


Call WA 4-4240 


or write Dept. AR 


for additional information. 


UST UTTAa a 


Kenneth W. James, Pres 
A” 200 VARICK ST.. NEW YORK 14, N. Y 
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the black negative by analyzing the 
three primary colors. This results 
in a black printer negative which 
strengthens the shadow values and 
detail, but is removed from the pure 
color areas, whether these are light 
or dark in value. 

Another factor built into the 
computer is undercolor reduction. 
This means that in areas where or- 
dinary processing might 
too much 


result in 
ink being applied, in- 
tensities are cut down to compen- 
sate. 

The net result of this electronic 
computation is truer shadow values 
and much better printing quality, 
without painstaking and time-con- 
suming handwork. 


> The computer feeds signals to four 
light sources, which are focused on 
four negatives, all mounted, for 
perfect register, on the same cylin- 
der which carries the original 
transparencies. These negatives are, 
of course, the same size as the origi- 
nal, and are continuous tone. 
Because of the absence of the 
conventional camera lens, the re- 
sultant image is extremely sharp. 
Texture is maintained, and there is 
no loss of detail even when enlarge- 
ments up to six diameters are made. 
After processing, the four nega- 
tives can be used to make plates for 
any of the printing processes 
lithography, letterpress, or gravure 
at whatever screen is required. 


> Two factors must be recognized if 
a user is to get maximum savings 
from this process. 


1. The price of scanned separations 
depends upon their size. An 8x10” 
set now costs $125, but four 4x5” 
negative sets can be produced at the 
same price. This reduces to only 
$31.25 per original. 


2. The negatives are so sharp they 
will stand substantial enlargement. 
Thus if an 8x10” plate is needed, it 
is perfectly feasible, and mauch less 
expensive, to start with a 4x5” 
original transparency, obtain 4x5” 
separations, and enlarge to get the 
four 8x10” plates. 


For maximum economy, always 
see that the transparency you sub- 
mit to the scanner contains no more 
picture within its boundaries than 
you expect to use in printing. Either 
trim it or shoot it to fit originally. 
The scanner, unlike a camera, can- 
not copy just part of the transpar- 
ency, and you pay for the entire 
area, whether you use it or not. 

Another saving 
money is to gang run transparen- 
cies. By combining them, by fur- 


technique for 


Color Scanner The original trans 
parency goes on the right hand cylinder 
while the four separations are on ths 


long cylinder to the left 


nishing transparencies to a common 
size scale, you achieve 
costs per separation. 


minimum 


> The electronic technique of pro- 
ducing separation negatives is 
working for all form of color repro- 
duction. In producing “fine” color, 
which might be considered to in- 
clude reproduction where cost is not 
the main factor, scanning is secur- 
ing, according to men who have 
followed it closely, better repro- 
duction than conventional methods. 
Because there is less handwork, the 
picture is more rounded and photo- 
graphic. Detail and texture are re- 
solved, and the printing quality is 
improved. 

As advertisers and publishers be- 
come familiar with the scope and 
potentials of this development, the 
use of color can be expected to 
increase manyfold. Larger and mul- 
ti-color presses have decreased the 
cost of putting ink on paper. Colo: 
transparencies have reduced _ the 
cost of original art. The other costs 

paper, editorial, mailing are 
constant whether one or many 
colors are used. The major area in 
which costs can still be reduced is 
in the preparation of the positives 
and proofs. The new electronic 
scanner may be the means of doing 
just this. 44 
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| have a competitor who's just a 
stone’s throw away. 





The ideal climate for successful advertising in 
Advertising Requirements is supplied by the 
unique and winning combination of editorial and 
circulation coverage of its market. 


Only in AR does the reader get specialized, 
authoritative information on the use of equipment, 
materials, supplies and services needed to produce 
the $3 billion of production, promotion and mer- 
chandising tools required by the burgeoning 
advertising market. 


Only in AR does the advertiser get an audience 


MING 
gation / 


which includes most of the important professional 
buyers throughout the country, in all lines, among 
both advertisers and agencies. 


Here is the winning combination of editorial and 
circulation coverage which has made Advertising 
Requirements the big producer for advertisers of 
paper, printing, typography, plates, signs and dis- 
plays, specialties and premiums, direct advertis- 
ing, audio and visual aids, labels and packaging, 
broadcast advertising materials and all of the 
other products and services needed to support the 


advertising activities of the nation. 


When you use this unique combination, you unlock 
the door to the greatest volume of buying power in these fields! 


Workbook of Aduertiting & Soler Promotion 


Published By The Publishers of ADVERTISING AGE 


200 EAST ILLINOIS STREET - 


CHICAGO 11, ILLINOIS @ 480 LEXINGTON AVENUE 


= “-_ ising 
tequi rements j 


ond INDUSTRIAL MARKETING 


NEW YORK 17. NEW YORK 


1 Yeor (12 issues) $3 
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“Congratulations on a fine and sensitive 
job of reproduction! You have kept them 
photographic with no apparent hand 
retouching. Evidently your scanner in 
capable hands is the answer to fine 

color reproduction.”’ (Part of a letter from 
lvan Dmitri after seeing this and other 
proofs from his work.) 


---take another critical look 


el 


at famed photographer Ivan Dmitri'’s cat portrait. We believe 

you will agree that it has been kept photographic without apparent” 
hand retouching. (That's his word.) Incredible as it may seem, 

these plates were made without masking and with a minimum of hand 
color correction. Four-color separations from the transparency 
were made by the electronic scanner process. Percentages of color 
are closer to those of the original than in conventional masked 
separations and photographic naturalness is preserved. 

Electronic scanning is not necessarily the answer to all color 

offset platemaking problems. Where it can be used, however, it 
does improve quality and oftentimes saves important money. 

Let us show you on your next lithographic color job, large or small. 
For your information, we have camera capacity up to a 48” screen, 
proofs to 32” x 44” and press plates to 58” x 77”. 


Inquiries made by you, or through your offset printer, will be 


fully answered. 


RIGHTMIRE BERG COMPANY 


723 South Wells Street Chicago 7, Illinois 


Walter Stearns, President 
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Colorful Inserts 


A planned program of full-color 
inserts can be achieved with 
economy by careful thinking- 
through of the program before 
it starts. 


Even in this day, when superior 
production and printing techniques 
have brought about unusual and 
challenging changes, the cost of 
producing four-color work remains 
an expensive proposition to the 
medium-sized advertiser. The in- 
creasing trend toward magazine in- 
serts has been brought about not 
only to help standardize color re- 
production, but also because of the 
expense of four-color letterpress 
engravings. Even with better tech- 
niques the rising cost of four-color 
plates has scared off many advertis- 
ers who should be using four-color 
to illustrate their products. Here is 
a good case study for the harried 
production manager who is trying 
to find ways to produce creative 
jobs using four-color process and 
still keep a client happy budget- 
wise. 


> Three years ago Flack Advertising 
Agency, in conjunction with Syra- 
cuse China Corp., worked out a long 


Using four-color separations prepared 
for catalog sheets as the basis of these business magazine 


term prospectus for advertising to 
the trade. Syracuse’s pronounced 
competitive advantage in chinaware 
decoration needed 4-color illustra- 
tions to render pattern beauty 
properly. 

Because the extensive reductions 
necessary in combining several of 
the patterns on one sheet cause 
considerable loss of color detail, it 
was felt that larger illustrations 
would be necessary to portray the 
china adequately. With the prospect 
of future use in insert advertising 
in the backs of their minds, a sales 
manual was designed with W. B. 
Huber, Stanley F. Campion, and S. 
Gordon Starr of Syracuse China 
commercialware division. The sales 
portfolio showed 24 full-color il- 
lustrations of the company’s Hospi- 
tality Group of stock patterns. 

The Hospitality Group consists of 
a complete range in price, design, 
pattern, and style suitable for every 
type of dining establishment. The 
sales portfolio sheets were then run 
off in quantity and distributed as 
manuals to Syracuse China dealers 
throughout the country. The four 
color illustrations were prepared 
from flexichromes with individual 
shots produced by Chick Studios, 
Rochester, N. Y 

Flexichromes were used instead 
of Ektachromes since extensive cor- 


inserts required careful advance planning, but resulted in 
substantial economy in production 


Gaining Economy in 9userts 


rections would have to be made on 
each of the plates to provide uni- 
form color exactly matching the 
chinaware pattern itself. In making 
the four-color separations, special 
attention was given by Case-Hoyt 
Corp.’s color staff to hold back on 
the magenta since this color has a 
tendency to dominate in reproduc- 
tion of white chinaware. 


> In this year’s campaign, with the 
color separations already done, a 
large cost was eliminated. All that 
remained was the creation of art 
around duplicate sets of the four- 
color separation positives. Eighteen 
of the patterns were selected for re- 
production using photographic 
backgrounds and created art. The 
four-color separation positives were 
stripped into the insert layout. 

The Flack staff worked closely 
with the printer’s color experts and 
pre-determined the combination of 
screens necessary to come up with 
backgrounds that were diverse, yet 
harmonious, with the various pat- 
terns. Here’s how some of the art- 
work was created for typical inserts. 


e Sudan pattern ... An over-all 
black and white stock photograph 
was used as background material. 
Acetate over-lays were made for 
the blue and yellow plates to get the 
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_approach 
“ works 
every 
time ! 

WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card” Brochure: Contains perforated 
fluorescent swatches... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-O-P impact. 
e Design Article: Expert advice on art and copy 
techniques. « Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 


Consult your silk screen printer... Specify BOLD 
“For all your bright ideas."’ 


Lanter Gp crentons Inc. 


3550 Touhy Ave. * Chicago 45, Ill. 
Newark, N. J.* San Leandro, Cal. 






Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
ArtO-Graph 
Art production costs 
drop, earnings go up, 
with cn Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- & 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Takes up no floor 
space — uses. over- 


head “dead” space. 


ene" 


- ENGEL, INC. 


728 Wash. Ave., S.E., Minneapolis 14, Minn. 


82 - ar «+ May 1958 

























green hue on the leaves on the right 
side. A four-color illustration of the 
Sudan pattern was taken _ intact 
from the sales portfolio created the 
previous year. 

® Roxbury ... an original photo- 
graph of the fabric behind the pat- 
tern was taken. Art director Jay 
Garbutt then scribed the stars on 
the original photograph which was 
to be shot as a black and magenta 
duotone. The reverse lettering was 
on the mechanical art. Airbrushing 
was done on the original photo- 
graph which made the bottom of the 
plate stand out in relief. 

© Highland pattern 
plaid background — a piece of cloth 
material of suitable pattern was 
photographed. The black and white 
shot (positive) was used for the 
black plate. The yellow and red 
plates were made by using opaque 
prints of the negative, thus letting 
the red and yellow show through 
the black plate. This achieved a very 
close resemblance to the original 
plaid background appearing on the 
approved layout. 

® Dogwood pattern ... a stock 
photo was used on the top of the in- 
sert with lettering or boxes for the 
black lettering dropped out. Color 
on the bottom was created on over- 
lays with type on separate over-lays 
also to create the reverses shown on 
the insert. 


... To arrive at 


> The inserts were then run off on 
a 42x58 four-color Harris press by 
Case-Hoyt Corp., Rochester, N.Y., 
on two separate forms, each carry- 
ing twelve patterns. Some patterns 
were duplicated to take care of ex- 
tra large runs in certain magazines. 
In working out the form for print- 
ing, special attention was given to 
alignment of those inserts that 
carried somewhat equivalent color 
values. This eliminated the neces- 
sity for extensive background color 
corrections once the form 
the press. 

The results were even better than 
anticipated. Only one plate out of 
the eight had to be made over. All 
of the other corrections, however, 
were taken care of in press opera- 
tions. On completion of both forms 
the entire run of sheets was var- 
nished to heighten the glaze effect 
of the chinaware itself. 

Net result? Syracuse China had 
more than a million and a half in- 
serts representing eighteen different 
patterns in the Hospitality Group, 
all full-color and all bearing the in- 
dividuality of the particular pat- 
terns presented. To tie the campaign 
together, a stylized Syracuse China 
“Hospitality man” appeared in each 
of the ads. q4 


was on 





Achieve Economies 
In Enlarging Plates 


Faced with the problem of sell- 
ing space in king-size publications 
to advertisers whose plates were 
the standard 814x114”, the Miller 
Publishing Co., Minneapolis, which 
publishes Feedstuffs, Croplife, The 
Northwestern Miller, and _ others, 
has developed an_ economical 
“blow-up” service. 

The new process, developed by 
plant superintendent Walter Buch- 
kosky, has dropped the costs for en- 
larging plates down to $25 each, 
from the previous _ production 
charges ranging from $60 to $400. 


> The process is an adaptation of a 
back-shop engraver’s technique. 
“For years,” explains Mr. Buch- 
kosky, “engravers have been using 
the process to improve the quality 
of their own plates. They use half- 
tone blowups when _ advertisers 
want to create a strikingly bold 
effect with the reproduction of a 
halftone for a newspaper ad. 

“In order to achieve really ef- 
fective reproduction, the engraver 
must start with a very fine screen 
halftone in making the original re- 
production. This saves all the tones 
of the picture, from which he makes 
a line etching blow-up of the half- 
tone. This does not sacrifice detail 
in the enlargement. 

“The critical factors,” Mr. Buch- 
kosky emphasizes, “are top quality 
repro proofs from the original 
plates and precise camera work.” 

44 


Buying Copy Equipment? 
This Test May Help 


Probably no one would buy a 
piece of office copying equipment 
without first testing it, or watching 
a demonstration, but how many 
people have the opportunity to test 
its ability under a variety of cir- 
cumstances? 

With this fact in mind, Copease 
Corp., New York, has designed 
what the company calls a test pat- 
tern sheet, to be used as an aid in 
checking the efficiency of a new 
copying machine before it is pur- 
chased. The sheet contains exact 
facsimile reproductions of a dozen 
types of original material that these 
machines are most often called upon 
to duplicate. Included are writing in 
pencil, ball point pen, fountain pen, 
red and black typewriter type, car- 
bon copy, spirit duplication, type 
set in black and red, shades of gray, 
rubber stamp and fine detail. 
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LOOKED AT YOUR LETTERHEAD LATELY? IF THE 
PAPER IS WATERMARKED PLOVER BOND, RELAX-IT’S 


RIGHT...ITS VISIBLY BETTER - 


edule. 
ket week meshes oly ee vw 
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ae . aan Don't wait dinner . 
We, the plane and join you for a cup 
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WRITE FOR YOUR PORTFOLIO OF 12 AWARD WINNING LETTERHEADS IN 1957 PLOVER BOND LETTERHEAD COMPETITION 
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25-Year Calendar is 
King Size to Boot 


What's with memo 
calendars? Usually the writing space 
is not ample and, even if it is, the 
calendar is good only for one year. 

“Sked-U-Cal,” a calendar pro- 
duced by L. D. Blehart Co., Mt. 
Vernon, N. Y., calendar and busi- 
ness specialties manufacturer, is 
designed to solve these problems 
of the busy executive, production 
man or artist who uses a calendar 
as a memory aid. The king-size wall 
calendar has four-inch date squares 
and is good for 25 years. Written 
notations can be erased with cloth 
or tissue. 

The calendar, approximately two 


wrong most 


feet square, has a backboard of 
lacquered Masonite designed to 
hold a complete set of monthly 


calendar cards which are easily slid 
into place. The surface of each card 
is laminated with a plastic film 
which wipes clean when the month- 
ly card has served its purpose and 
is ready for refiling. 

Small month-name cards, which 
are placed at the top of the back- 
board, are keyed so that the correct 
calendar card for any month for 
the next 25 years can be removed 
from the file for current use. 

Literature describing the calendar 









Big and permanent. . 
25-year wall calendar 
has four-inch date 


squares, is reusable. 


and listing prices for the various 
components is available from the 
company. 
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Offset Featured... 


New Papers, Improved 
Old Ones, Vie for 
Attention 


With the increasing popularity of 
offset printing, new papers for 
lithography, as well as improve- 


ments on existing ones, keynote the 
newest paper samples to cross AR’s 





hour a day service 


Complete photo engraving service—Copper, Zinc, Magnesium plates 
and process work. High quality, fast electrotype service. 


NORTHWESTERN 


PHOTO-ENGRAVING CO. 


328 S. JEFFERSON STREET, CHICAGO | 


STate 2-3939 


eee 


PHOTO ENGRAVING 
a TD 
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Ba I Re ng, 
ANUARY 


new de- 
paper are by no 


editorial 
velopments in 
means limited to offset. Following 
is a roundup of new, or improved, 


desk. However, 


paper stocks of all varieties. 


Colored Offset A new brochure of 
Clear and Bright Mandoset offset 

paper displays 
samples in seven colors of the same 
Mandoset formerly available only 
in white. Available now in the 
same quality as white Mandoset are 
buff, green, tint, blue, goldenrod, 
green, pink and canary. 

Mandoset colored offset offers 
high opacity and brighter, clearer 
colors than comparable papers of 
the same weights, according to its 
manufacturers, Minnesota & On- 
tario Paper Co., Minneapolis. The 
sample book, available upon re- 
quest, shows the paper in 40, 50 
and 60 lb. weights. 
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Economical Hamilton Paper 
White Offset Co., Miquon, Pa., 

is making available 
specimens of its new, improved 


white Test offset, said to be eco- 
nomical and_ especially recom- 
mended for large press runs. 

The paper has superior opacity 
and dimensional stability and re- 
produces color with high fidelity, 
its manufacturers claim. The speci- 
men sheet includes a list of the 
paper’s outstanding characteristics 
as well as stock sizes and weights. 
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Offset Specimen A 
Keynotes Color 


specimen sheet 
featuring two full- 
color _ illustrations 
serves to demonstrate the repro- 
duction quality of Northwest Paper 
Co.’s improved Mountie offset. The 
Cloquet, Minn., paper manufacturer 
will send specimens upon request. 
The sample sheet also contains a 


nationwide list of paper merchants 
carrying this particular stock. 
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Superior for White Star is the 
Copy Machines name of a new 
office paper avail- 
able from Charles Bruning Co., 
Mount Prospect, Ill. It features a 
OM  LETTERHEADS, POLICIES, DOCUMENTS, CERTIFICATES 
translucency with exceptional vis- | 
ual opacity, according to the man- 
ufacturer. 


The whiteness and visual opacity 
permit easier, faster reading while 
the accompanying translucency al- | 
lows a fast reproduction speed 
when used in copying machines. | 
It is said to be especially desirable 
when used in connection with 2 
diazotype reproduction machines 
where translucency is an import- 


an ager, The pes oe De kon Os ND 
cency eliminates the need of carbon 
backing the original for use in re- 
production machines, the company 
claims. 
Bruning also offers White Star 
printed in a variety of analysis pad 
rulings. Samples of the new stock 
are offered by the manufacturer. 
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New Bond Has Mead Cockle Bond 
Something Addedhas come in for a 
face-lifting by the 
addition of fluorescent dyes in its 
manufacture, giving it a new 
brilliant blue-white color, reports | All-new Weston’s DEFIANCE BOND with its 


Mead Corp., Dayton, O. modern bright-white color, high opacity and 
Mead Cockle bond is said to fea- 


ture strength, uniformity and tex- 


distinctive new finish is a conspicuously fine 
ture. The manufacturer will send | paper for letterheads, policies and other business 
a specimen sheet upon request. records of lasting importance. Scrupulously clean, 
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sparkling white, highly opaque, it reflects the 
character, dignity and integrity so essential to the 
Plastic Binding Joins | establishment of a favorable company image. 


Do-It-Yourself Ranks Made 100% of new cotton fiber, it has a pleasing 


“Applications of Plastic Binding cockle finish that brings -— the best - 7 
in the Modern Office,” an article by printing process and aids the typist in producing 
Charles F. Johnson, editor, Amer- cleaner, crisper, more uniform impressions. 
ican Business, is available from 
American Photocopy Equipment Your printer will heartily agree when you 
Co.’s Plastics Division, Evanston, IIl. suggest new Weston’s DEFIANCE BOND for 


The article tells how Apeco's your letterhead and matching envelopes — or for 
“Bindak” machines, portable desk- 


: rm / other important business records. 
top punching and binding models, ; 
permit an office to produce its own Write for a sample book. Address 
professionally bound paperwork. Dept. AR 

In addition, Apeco is offering 
a folder describing the equipment 
available for durable, attractive 
plastic binding and literature listing 
specific uses for plastic binding jobs BYRON WESTON COMPANY 


in a variety of types of business. €/ Makers of Papers for Business Records Since 1863 
Brochures, catalogs, presentations eS e/ 


and other literature designed to be your © / DALTON, MASSACHUSETTS 

preserved in attractive, logical order 

can be bound in the office. | COTTON FIBER BOND ¢ LEDGERS * MACHINE POSTING LEDGERS * INDEX BRISTOLS © SPECIALTIES 
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BETTER 


Better Papers Are Made With Cotton Fiber FoyNETSiseS 
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Remember. you want the finest in 
fluorescence —ask for it by name 


a ir 
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TESTED” 


Ve LVA-GLO 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. » 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards + silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 


The Only 4-POSITION 
EASEL BINDER 


30’, 60’ and 80’ Degrees, and 
flat 


®®2®HeeCeaeo 


SELLEBRITY 


PAT PEND 


The Easel That is Practically Automatic 





Carried in Stock: 


Black imitation leath- 


er binding in standard 11” x 9” sheet size. 
No. 119T—3-ring standard loose leaf 34” 
cap. No. 119 M—22-ring Multo loose leaf 
31” cap. Available from stock @ $5 ea. 


Quantity prices on request. 

SELLEBRITY* binders can be made in 
various ring capacities; also supplied with 
acetate folders. Prices and samples on re 
quest. 


*SELLEBRITY is protected by U.S. Patent 


BAaDHeHOe®® ©O 


Creative Binders for Advertising & Selling 


318 W. 48th St., New York 36 
PL. 7-5950 
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Mighty Mite . 


- Eastman Kodak’s new, 
economy-priced Verifax Bantam copier 
weighs 14 Ibs., is said to make same 
multiple, photo-exact copies as other 
Verifax models 


New Copier Seen As Boon 
To One-Man Office 


A new, compact, economy-priced 
office copier, designed to bring 
office copying within the reach of 
the smallest one-man office, has 
been introduced by Eastman Kodak 
Co. 

Called the Verifax Bantam 
copier, the unit weighs 14 lbs. and 
has base dimensions of 13%4x177%”. 
The Bantam makes the same multi- 
ple, photo-exact copies as other 
models in the Verifax copier line, 
according to its manufacturer. Up 
to five copies of any typed, drawn, 
written or printed original may be 
made on the model at a materials 
cost of about 2!%2c a copy, Eastman 
claims. 

The Bantam accepts originals up 
to 8'x11”. Featuring simplicity of 
design and functional copying fea- 
tures, it is the first Verifax copier 
to employ a curved glass platen. 

Owing to its economy, the model 
is expected to make practical the 
use of additional copy machines in 
larger offices, including “personal” 
machines for executives charged 
with handling secret and _ confi- 
dential data. 44 


New Carbon Copy Method 
Is ‘Self Editing’ 


Any one who has had occasion to 
type out multiple-copy forms with 
carbon paper knows that, when the 
information to be transferred varies 
from duplicate to duplicate, the 
whole task can become quite an or- 
deal. 

Spot Carbon Products, New York, 
has solved that particular problem 

solved it doubly, in fact, since the 
Spot Carb method can not 
transfer different 


only 
information to 





different copies but does so without 
the need for carbon interleaves be- 
tween pages. 

Spot Carb is a method of hot wax 
carbonizing in which the carbon is 
applied, only in desired areas, to the 
back of each sheet of a multi-sheet 


form. The carbon spots can be 
varied for as many pages as needed 
in form-sets with as many as 12 
parts, thus automatically editing 
out, as desired, material typed on 
the original sheet. 

Spot Carb is non-smudge and 
comes in several colors. A sample 
kit will be supplied by the manu- 
facturer upon request. 
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New Bristol Sample Kit 
Offers Promotion Ideas 


A new idea kit of sales promotion 
samples is available from Linton 
Brothers & Co., Fitchburg, Mass., 
manufacturer of Bristol printing 
papers. The sample kit, No. 10 of a 
continuing series, again offers actual 
commercial jobs produced on var- 
ious grades of Linton Bristols. 

They are presented in order to 
show helpful ideas for good Bristol 
usage. Each sample includes infor- 
mation on the grade of Bristol and 
the type of printing used, indicat- 
ing how advertisers large and small 
gained a variety of effects on a wide 
range of printing presses. 
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Personalized . . Plastic protective folders 
for salesbooks and business forms - are 
personalized with company trademarks 
and other 
Baltimore 


identifying information by 
Forms Co., Balti- 
more. Cover above reproduces, in colors, 
trademark of Hess Brothers Department 
Store, Allentown, Pa 


sales book. 


Business 


., On company’s 





Hard scrubbing of Du Pont’s new vinyl **PX” book cloth will not 
dislodge the vinyl impregnating or coating from the base fabric. Books, 
catalogs, presentations or manuals print better and look better, even 
after rough handling and long wear, bound in new vinyl **PX” cloth. 


Scrubbed again and again, as shown in the photo at left, printing on 
new vinyl PX” book cloth retains its clarity and crisp detail. New 
vinyl**PX”’ cloth prints better because it offers a better printing surface. 
It handles readily on conventional printing and binding equipment 


For books that look better /Jonger... 
Now, vivid color and sharp detail print better 
—wear longer—on new Du Pont vinyl “PX”* cloth 


New from Du Pont research, this unique book cloth is Newvinyl**PX” cloth is compatible with inks, lacquers 
impregnated with vinyl for superior printing qualities and adhesives used with conventional book cloths. It 


and exceptional wear. New vinyl **PX” cloth prints better 
because it offers a uniform printing surface that gives a 
better lay of ink, excellent adhesion, sharp detail and 
truer reproduction of color. In tests, new vinyl “PX” 
cloth proved 10 times more scrub-resistant than other 
bookbinding materials. Coating will not migrate—will 
not adhere to furniture or other books. 


DU PONT ‘‘PX’” 
AND FABRIKOID 


can be handled with conventional printing, casing, form- 
ing, blanking and stamping equipment. Your product 
manuals, presentations, catalogs or books that must look 
good through rough handling and long wear will look 
better longer bound in Du Pont’s new vinyl “PX” book 
cloth. For free sample swatches, mail the coupon now 
*“PX” and “Fabrikoid” are Du Pont’s ree 


ind coated bookbinding n 


istered t 


CLOTH kk. I. du Pont de Nemours & Co. (Inc 


Fabrics Division, Room D6064, Wilmington 98, Delaware 


Please send me free sample swatches of new vinyl **PX* book cloth 


REG. U.S. Pat. OFF 


ER 


/ 
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Prominent Users of Strathmore Letterhead Papers: No. 134 of a Series 


Esther Williams Pools are 
completely equipped with 
all filtration and 
protective devices for 
healthful, safe recreation. 


IMTERMATIONAL SWIMMING FOOL CORPORATION 
eoeees on © OUK ONS WHITE Poaime & 


watermark 


of Quality! 


One name stands out in almost every field of business. 
The name of Esther Williams is as important in swimming pool 
circles as Strathmore is in fine stationery. The two are hand- 
somely paired in the distinctive letterhead of the International 
Swimming Pool Corporation, of which Miss Williams is President. 


The quality evident in Strathmore Letterhead Papers adds im- 
pressively to the corporate character of the companies whose 
names appear on them. A list of the company names, on letter- 
heads bearing the Strathmore watermark, would be a roster of 
prominent firms throughout the country. 


International Swimming Pool Corporation 
of White Plains, N. Y. is the exclusive manufacturer of Esther 
Williams Swimming Pools. Because of unique design features and 
new manufacturing techniques pioneered by International, it is 
now possible for the average family to enjoy what used to be a 
rich man’s luxury. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT 
THISTLEMARK BOND. ALEXANDRA BRILLIANT. BAY PATH BOND, STRATHMORE WRITING 
STRATHMORE BOND, ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA 


LG 
TRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 
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Magazine Uses 
Wood Cover Stock 


The magazine Louisville, pub- 
lished by the Chamber of Com- 
merce of that city, is pointing with 
pride to an attractive cover on a 
recent issue. One of a series of cov- 
ers covering industries vital to the 
Louisville economy, this honors the 
wood-finishing industry, and _ is 
printed in black and two shades of 
brown on an imported stock of Jap- 
anese pawlonia, laminated to paper 
backing, and distributed in the 
United States by Nelson-Whitehead 
Paper Corp., New York. 

The design, which follows an ear- 
lier one on aluminum foil (see AR, 
January, page 8C), was by Dow 
Sanders, an art director at Zimmer- 
McClaskey Advertising Agency, and 
lithographed by Standard Printing 
Co., using a black ink from IPI, 
and brown inks from Lewis Rob- 
erts. The major difficulty was the 
slow drying of the inks. 44 


Notice that guy we just passed? | 
sold him a job a short time ago... 





May i700 ° @r * Si 
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Show in Action With military equipment parked on the Guard Armory. Each manufacturer 


upplied a display 
joods_ took ver the floor of the Natl equipment in space 


tloor edge sporting provided free by Stan 


How to Run Your Own 
Trade Show 


A Philadelphia sporting goods wholesaler decided to run —" the union, that they were having 
an exhibit for his customers, and his first try, described = '’X Show. This began even belor 


. ° M Bernste Was SU he ! ad 
here, turned out so well, the second is already being 7) 
OCa mm, Wha ates e show woulda 
planned. 


take place, the name of it, et 
With Convention Hall all booked 
up, he finally found he could rent 
By Allen Sommers Marvin Borodetsky, began seeking a National Guard A) 
out appropriate locations, since they blocks north of City Hall. The 
One day about three months ago, would need at least 20,000 sq. It ory contained 30,000 
Stanton Bernstein, president of Stan 


Textile & Hardware Co., Philadel- 


phia distributor of sporting goods 


” 
mory about 20 


sq 
to accommodate manufacturers who meeting rooms, and offe 
want to exhibit, a dining area (since for a casting pond, an 
he would have to feed visiting deal- range, weight liftine 
and equipment, got an idea while ers who may spend five to 


eight baskets for visitors 
walking through his showroom hours buying), and a= spot. for balls at 
“Why not sponsor my own show prominent sports personalities. He leased the Armory 


and bring dealers in to see every- Center-city locations were eithe: day period, Jan 
thing we sell in one spot?” he asked unavailable or not suited about mid-Novem 


himself. This had been tried by ap- 


pliance distributors, but never by > Meanwhile, they 


began working > At a meetin 
a sporting goods house 


on a mailing piece to inform thet he came up 


He and his advertising manager. 6,000 dealers, covering every stat Arama,” had 


Shows & Exhibits © 88A 








Dresses by Jack Horwitz 
Shoes by Capezio 
Hats by John Fredrics 


Printed in U.S.A. on Kimberly-Clark Hifect Enamel 80 Ib. basis 





AGCENT 
ON 
RUNABILITY 


Good press runability is a quality 
found only in the finest printing papers. 
Kimberly-Clark Printing Papers have runability 

built into them at the mill . . . such things 
as dimensional stability, ink receptivity, 
strength, opacity and many other qualities 
are carefully balanced to give you 
uniform reproduction throughout the run. 
Every sheet in every grade is ‘‘engineered”’ 
to meet the demands of today’s 
modern printing. It will pay you to compare 
Kimberly-Clark Printing Papers in any way 
you choose— including their cost. 


Everything comes to life 
on Kimberly-Clark papers 
for Lithography . . . Prentice Offset Enamel 


Lithofect Offset Enamel ¢ Shorewood Coated Offset 
Fontana Dull Coated Offset ¢ Kimberly Opaque 


for Letterpress . . . Hifect Enamel 
Trufect Enamel @ Multifect Coated Book 


Kimberly Clark 
PRINTING PAPERS 3 


Kimberly-Clark Corporation « Neenah, Wisconsin 


Write for our latest file folder of 4-color 
printed samples with complete information on 
each Kimberly-Clark Printing Paper—a valuable 
reference for every buyer of printing 





Brandt Scaleograph crops, scales 
art and photos—in seconds! 


New precision instrument praised by users 
around the world—artists, photographers, 
editors, printers. Thousands are now in use. 
Once set to a proportion it will enlarge or 
reduce automatically without any compu- 
tation. Scaled in picas and inches. Made of 
transparent amber vinyl plastic, stainless 
steel, and aluminum. As useful as T-square 
or compass. If your dealer cannot supply 
you, order direct. Price $12.50. Immediate 
delivery, parcel post prepaid. Money back 
if not delighted. Order yours today. 


THE BRANDT CORP. 
P. O. Box 465, New Orleans 


ame) A114; 


If YOU Are in any 
of these fields... 


Paper 

Printing and Binding 

Premiums, Prizes, and Specialties 
Shows and Exhibits 

Sampling and Couponing 
Typography and Layout 

Labeling and Packaging 

Radio and TV Production 

Signs and Identification Materials 
Audio and Visual Aids 

Direct Advertising 

Art and Photography 
Photoengraving and Platemaking 
Window and Store Displays 
Professional Services 


Your advertising belongs in 
Advertising 
Requirements 


BBC + ae May 
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STAN TEXTILE & HARDWARE (0.’S 


FIRST ANNUAL 


Giant Invitation .. . 
This oversize post 
card was the first 


notice of the show ADVERTISING MANAGER 


40 NORTH SECOND STREET 
PHILADELPHIA 6 Pa 
Walnut 5.200 


that went out t 


dealers 


began at every level. He called in 
an outside public relations firm to 
leave his advertising manager free 
to design ads for trade papers, make 
up a series of direct mail pieces 
(while he was working on the 1958 
catalog) and help make arrange- 
ments for exhibitors. 

Manufacturers were glad to come 
into the show, since space was 
offered free with some provisions 
made for door prizes and_ special 
gifts for sports figures and the press. 

One oversize postal card mailing 
piece went out late in November 
The first releases went out early in 
December to the trade. A second 
mailing went out immediately after 
Christmas, and another one offering 
“show specials’ a week in advance 
of the show. This was then followed 
by an “invitation” from Ted 
Williams, the famous Boston Red 
Sox slugger, who agreed to be pres- 
ent for two days to demonstrate 
his own line of casting rods and 
fishing tackle 


>’ Even though the show was closed 
to the public, the public relations 
agency lined up such sports figures 
as Stan Lopata, Phillies catcher: 
Bobby Shantz, A’s pitcher; Paul! 
Arizin and Neil Johnston of the 
Philadelphia Warriors; Neil Worden 
and Tom Scott of the Philadelphia 
Eagles. Jack Sanford, Phillies 
pitcher and rookie of the year, was 
brought in by Spaulding Co. for one 
day. Other well-known sports fiz- 
ures from the local area also at- 
tended. 

These names helped Stan Textile 
& Hardware Co. not only attract 
dealers, but attracted the local press 
and radio. The press was feted at a 
dinner for Ted Williams. 
The Philadelphia Inquirer covered 
it for four days, including photo- 
graphs on the sports page. 

Conservative estimate is that the 
sports figures signed their auto- 
graphs a cumulative total of 5,000 
times for dealers and their families 


special 


JANUARY 


9 aM to 10 PM Daily 
ot the ARMORY 


Bread & Deomond Streets 


nvenience FREE 
tee rom 
to the ARMORY 


PHILADELPHIA 


>» Another gimmick was the num- 
bered admission card, which was 
mailed wholesale to dealers. A stub 
for a door prize was attached to the 
end of the ticket. Dealers also could 
fill out the same cards at the door. 
One of the attractions offered by 
the sponsoring firm was an indoor 
“pond” stocked with real fish for 
casting contests. However, when 
Mr. Bernstein learned that stock 
fish would not live in city water for 
more than an hour, he substituted 
a plastic tank and target rings 
Another provided 
free of charge by the Philadelphia 
County Optometric Society and the 
Pennsylvania State College of Op- 
tometry. This was free eye screen- 


service Was 


ings for 12 hours a day throughout 
the show. Dr. Harry Kaplan, presi- 
dent of the Philadelphia County 
Optometric Society, directed the ac- 
tivity. It paid off handsomely 


> Mr. Bernstein found at opening 
day that he had to double his food 
order (hot food served throughout 
the show hours). He invited over 
6,000 dealers, hoping that about 500 
would show up. The total was about 
2,000. He and his sales force wrote 
more than we 
hoped for at the best.” 


“considerably even 

To help bring in some reluctant 
dealers, he and his sales force spent 
nearly a full week on the phone. On 
Sunday, which was the opening day. 
Mrs. Bernstein played host to some 
20 wives of visiting dealers from 
out-of-town 


> To handle the rush jobs ol print- 
ing, the ad manager made arrange- 
ments with Smith-Edwards Co.. 
which could do beth letterpress 
and offset. An account man from 
the printing firm was assigned to 
Stan Textile & Hardware Co. on a 
daily basis and priority was given 
to the customer to the extent where 
an offset press was left idle for last 
minute work 


When the decision was first made 





Baseball Star . . . Jack Sanford (right), 
Phillies’ catcher and Rookie of the Year, 
spent a day at the show. Here Stan 
Bernstein shows him a rod. 


to go into the show, the printing 
house was alerted and a conference 
was set up with the Smith-Edwards 
account man, Mr. Borodetsky, Mr. 
Bernstein and several of the office 
force plus the office manager. 

A printing schedule was set up 
for the two oversize cards. The 
tickets of admission and other staple 
printing were put into the works 
first since there was a six-week 
lapse until deadline. The first card, 
a two-color job, was designed and 
printed in a matter of days even 
while the second big card was being 
laid out. Copy for the latter, how- 
ever, was not completed until 
shortly before Christmas. It went 
out three days after Christmas. Two 
other cards were printed letterpress 
virtually overnight. 

Stan Textile & Hardware Co. 
plans another “Sport-Arama” in 
1959, with several days available 
for the public. 44 


Buyers Choice... 


Three Exhibit Builders 
Provide Product Facts 


Few would deny that successful 
participation in trade shows or con- 
ventions starts with the right choice 
of an exhibit. To find out exactly 
what various houses in this field 
specialize in can pay the about-to- 
be exhibiter in savings and satis- 
faction. The following exhibit man- 
ufacturers are offering literature on 
their products and services. 


Wizard 
‘H’-Frames 


A new low cost 
exhibit unit that 
features “H’- 
Frame construction is detailed in an 
illustrated folder from Haas Display 
Inc. 

Designed so that one man can 


easily set up an eight-foot display 
in less than one-half hour, the Wiz- 
ard display unit is simplicity itself 
in its individual components, but 
apparently extremely versatile as to 
its adaptability. Illustrations in the 
Haas folder show a variety of vari- 
ations in the unit’s use that makes 
it applicable in any set-up from 3’ 
to 100’. 

A basic unit, consisting of an 
eight-foot display, shipping case, 
two pegboard panels, 3 tubular 
“H”-frames, fluorescent sign, and 2 
shelves painted to company speci- 
fications, is listed for $345. This par- 
ticular unit is also available with 
panels of other materials plus cus- 
tom sign lettering and artwork. 

. « » for more details circle 501, page 113 


Service The service facili- 
Facilities ties available to 
exhibit-buyers are 
explained tin a department-by-de- 
partment “operations” brochure 
from the Display Masters Inc. 

Among the facilities described in 
the brochure are the design process, 
specialized customer requirements, 
mass production, bonus services, 
etc. 

The inside back cover of the bro- 
chure contains a list of nationally- 
known clients using exhibits from 
Display Masters Inc. 

- +» for more details circle 502, page 113 


Diorama 
Models 


A folder showing 
various examples 
of exhibit diorama 
models telling the product or 
service story in 3-D realism is 
available from the Displayers Inc., 
New York. 

The illustrations shown are all 
applications of actual exhibits pro- 
duced for well-known companies 
or government departments. 

A variety of other suggestions in 
making your exhibit forceful are 
listed in the folder. 

- . « for more details circle 503, page 113 


Tips on Trade Shows 
Detailed in Folder 


Easier and more effective exhib- 
iting is offered with the release of 
a folder of “Quick Hints” from the 
Exhibit Producers & Designers 
Assn., New York. 

Using a layout format of blocks 
in two colors, the folder is a prac- 
tical guide through the maze of 
exhibiting from the planning stage 
to the final dismantling. 

Among the exhibiting details cov- 
ered in the folder are the proper 
purchasing of space, how to fill that 
space most effectively, publicity 
possibilities, etc. 


- .» for more details circle 504, page 113 


Tidewater Training Units 
Bring School to Student 


In a move to keep dealers and 
service station operators in touch 
with the latest developments in the 
field, the Tidewater Oil Co. has 
taken the “school to the student” in 
a personalized training program. 

The “classrooms” are specially- 
built, air-conditioned 35’ trailers 
with students’ desks, instructor’s 
stand, 16mm sound movie projection 
equipment, a blackboard and auto- 
motive equipment display boards. 

The units were scheduled to tour 
the Eastern Seaboard with stops at 
every major city and a number of 
smaller communities to conduct 
training sessions for Flying A deal- 
ers and their attendants. 

In addition to the training classes 
by fully-trained instructors, Tide- 
water has scheduled various one- 
day sales clinics on automotive 
servicing problems as well as occa- 
sional briefing sessions for company 
salesmen and marketing personnel 
in the area. 44 


New Expandable Exhibit 
Goes Up in Three Minutes 


A portable exhibit display that 
combines appearance with speed in 
assembly has been introduced by 
Exposition Displays Inc., Brooklyn. 

Called the “E-Z Erect Display,” 
the unit is designed with all sec- 
tions either hinged together or 
placed in sliding tracks. 

The novel construction not only 
cuts labor costs, but also enables 
the assembly of the unit in just 
three minutes by the exhibitor him- 
self, if necessary. 

Information is available from 
Austin Lempit, E-Z Erect Division, 
Exposition Displays Inc., 30 Prince 
St., Brooklyn. 44 
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Speedy Exhibiting . . . New E-Z Erect 
Display booth introduced by Exposition 
Displays 


combined features of 


expandability and speedy 


offers 


assembly. 


May 1958 ¢ ae « SO! 








do-it-yourself 


registration 


A simple system for registering 
visitors to a large trade show 
has paid off in cost of material, 
and more importantly, in cut- 
ting down the time of visitors 
in going through the registra- 
tion process. 


By Daniel J. Scherer 
Exhibit Manager 
Atomic Industrial Forum Inc. 


A common problem faced by the 
organizers of conventions, trade 
shows, sales meetings, press con- 
ferences and open house projects 
is the need for a quick, simple and 
low-cost system of registering and 
providing identification for partici- 
pants. A system put into operation 
at the recent Atomfair ’57 in New 
York’s Coliseum achieved the de- 
sired results with a minimum of 
expenditure in time and materials. 

The basic ticket/registration form 
for the show was printed with a 
perforated tab at one end to form 
the stock for an identification badge. 
Visitors to the show were required 
to print information on the regis- 
tration portion and also to fill in the 
badge section with their name and 
company affiliation. The two sec- 
tions were then separated by regis- 
tration personnel, with the detailed 
information section retained by the 
show management for future use. 
The badge ‘section was affixed to 
the jacket or outer coat by means 
of a souvenir “campaign-type” but- 
ton produced by the Green Duck 
Co. from a design submitted by the 
show management. 

The use of the buttons eliminated 
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the need for plastic badge jackets 
and allowed the visitors to take 
away with them a permanent and 
attractive reminder of the event. 
The savings on plastic enclosures 
alone amounted to more than $600. 
Additional savings were achieved 
in the reduction in the number of 
registration personnel on duty and 
in savings on typewriter rentals. 
Eliminating typewriters in the reg- 
istration area cut down on the noise 
and confusion normally associated 
with heavy show registrations. The 
entire registration process took sec- 
onds instead of minutes for every 
attendee thus reducing bottlenecks 
in the lobby. More than 18,000 per- 
sons were registered during the 
four-day, 36-hour exhibition with 
no more than four registration per- 
sonnel on duty at any time. 

A secondary use of the colored 
Atomfair buttons was found in the 
days preceding the show when the 
buttons were issued at the show 
manager's office to setup personnel 
in lieu of badges. This cut down on 
exhibitor badge typing and pro- 
vided guard personnel with an easy 
means of identifying incoming com- 
pany personnel assigned to the pre- 
liminary phases of the show opera- 
tion. 


a 
< 
fs 
Simple Form... Wh. 
Single card has = 
all data, lapel badge © 
rs 
attaches by metal < 


button pin. 





The same system should prove 
useful in any situation where quick, 
mass registration is called for. The 
carry-away aspect of the show but- 
ton also has elements of long range 
public relations value, bearing as 
it does the name of the organiza- 
tion or event. 


> A note of caution on using but- 
tons in conjunction with badge 
stock: the stock can be neither too 
heavy nor too light. If it is too light 
in weight, the badge may have a 
tendency to crease or wrinkle. If 
it is too heavy, registrants may have 
difficulty in pushing the pin through. 
A 60-pound tag stock was found 
to be ideal for the entire registra- 
tion card and badge stub. 

The color scheme for card stock, 
inks and button colors was decided 
well in advance to avoid a hap- 
hazard appearance. The _ entire 
ticket was designed to fit into a 
standard mailing envelope for pre- 
show promotional mailings by man- 
agement and exhibitors, while the 
portion to be ultimately retained by 
management at show time was sized 
to permit easy handling and filing. 
The badge stub, incidentally, car- 
ried the show hours on the reverse 
side for easy reference. 44 
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The (Contest with a Wind of its Own 





The backstage story of Canada Dry’s unusual contest, which produced 


By Ted Sanchagrin 
AR Eastern Editor 


Canada Dry Ginger Ale _ Ince. 
promised a show to end all shows 
when it staged the finals of its silver 
sweepstakes. One contestant would 
be allowed five minutes to shovel 
and keep all the silver dollars he 
could. Another would get two min- 
utes. A third would have a minute. 

They had filled in free entry 
blanks at their grocery stores and 
their names came out in the draw- 
ing. If the top contestant shoveled 
$37,500 instead of the guaranteed 
minimum of $15,000—well, that’s 
what happens when _ somebody 
starts throwing money around. 


> Little did Canada Dry and its 
advertising agency, J. M. Mathes 
Inc., reckon it would run into as 
many vexing questions as they did 
once they decided to hold such a 
contest. They had to provide solu- 


tions to a whole series of unex- 


more than the usual number of problems to be solved. 








pected yet related 


instance: 


problems. For 


@ How many silver dollars could a 
contestant shovel? ... No one knew. 
So Canada Dry sought the answer 
with the aid of Advertising Distrib- 
utors of America. ADA handled the 
contest details. Tests with a laborer 
of some strength and a pile of 10,000 
silver dollars established a figure 
of $3,000 a minute as a worthy goal. 


© How big should the pile of silver 
be? .. . Silver dollars are relatively 
thin and slippery. They don’t pile 
high unless in huge contained 
quantities. But onlookers should get 
the impression there’s a_ lot of 
money in the pile. And the contest- 
ants should have a pile big enough 
to shovel from. After some experi- 
menting officials decided the least 
amount that would look substantial 
would be 250,000 silver dollars. 


e Who 


could supply such an 









amount? ... In any one year ap- 


proximately 500,000 silver dollars 
circulate in New York. This aver- 
ages out to less than 5,000 a week. 
However, Chemical Corn Exchange 
Bank found it could arrange a half 
years supply from the Federal Re- 
serve Bank. It would take three 
weeks to collect and bag it. Silver 
dollars come in 1000-coin bags and 
250 bags of silver would be needed. 


© How would the silver shipment 
be handled? ... Such huge amounts 
of money fall easily into the prov- 
ince of Brink’s Inc., a modern day 
version of the historic Wells Fargo. 
Three 


sealed 


deliver the 
Waldorf 
Four Pinkerton Guard Service men 
would be hired by ADA to protect 
the open pile 


guards would 


treasure to the 


Everybody who 
would touch the money would have 
to be bonded to satisfy insurance 
requirements, including master of 
Story of “The 


ceremonies 


Ralph 
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LISTO 


MARKING PENCIL 


writes on 
everything! 


Many people (particularly retailers) 
write on unusual things. That’s why 
Imprinted Listo Marking Pencils are 
ideal gifts. Listo makes a clear, bold 
mark on any surface...so useful it 
stays with the man who receives it. 
And Imprinted Listo Marking 
Pencils cost less than 25¢ to give. 
Refills in 6 colors. 


Ask your advertising specialty jobber 


LUSTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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$64,000 Challenge” and two Western 
cuties. They—Rita Colton from Dale 
Garrick Agency and Charlene Har- 
grove from William Schuller Agency 
—would offset the stern visages of 
the Pinkerton men. They would pro- 
vide bits of levity and flashes of 
pretty legs while corraling all stray 
pieces of silver and returning them 
to the pile. Eight bonded counters 
would rebag and seal the silver after 
the contest. Brink’s would return it 
to the Federal Reserve counting 
room. 


@ Where would the shovel-off be 
held? . The setting had to be 
spectacular and accessible. It de- 
veloped that the Sales Executives 
Club of New York would be hold- 
ing its annual luncheon for the 
American Assn. of Newspaper Rep- 
resentatives in the Grand Ballroom 
of the Waldorf-Astoria. Since Can- 
ada Dry had promoted the sweep- 
stakes via newspaper ads and is a 
heavy newspaper advertiser, all 
parties agreed this luncheon would 
be a natural tie-in. 


® Would the weight of the silver 
break through the floor? . . . Han- 
dling the silver turned out to be a 
problem. Engineers huddled and 
agreed the Waldorf floor could take 
the weight. But to be on the safe 
side, they recommended a rein- 
forced platform be built. Atop the 
platform a low, three-sided bin 
would allow an impressive pile of 
silver properly spread to allow a 
weight of no more than 300 lbs. per 
sq. ft. After all, 1,000 silver dollars 
weigh 59 lbs., and 250,000 of them 
weigh almost seven and a half tons! 


© How would the contest be timed, 
money weighed and so forth? .. . 
The Mathes agency bought some 
shovels from a hardware store, a 
Benrus wall clock with a sweep 
second hand through a public rela- 
tions contact at the clock manufac- 
turer offices and a Toledo scale 
graduated in dollars so the audience 
would readily see how much money 
was being shoveled. And Canada 
Dry carpenters built a wooden box 
which would sit on the platform 
and catch the silver as it was 
shoveled. Since the carton would be 
too heavy when loaded to lift off the 
scale without a lift truck or jack, 
it would have a hinged door and the 
coins would be pushed out and 
back into the pile after each con- 
testant had finished shoveling. 


’ So the Day of the Great Shovel- 
Off arrived. 

All three contestants were flown 
into New York by American Air- 
lines, A cursory physical examina- 


tion established that all three were 
in good health for the rigors ahead. 
About the only question the master 
of ceremonies asked each was: 
“Ready?” 

Mrs. J. M. Toumy, Louisville, 
earned $3,150 for a minute’s work. 
An attractive blonde housewife, Mrs. 
Maxine Bradstreet, Santa Rosa, 
Cal., picked up $7,750 for two min- 
utes of manual labor. And a 19- 
year-old draftsman for a farm ma- 
chinery company, Tom Watson, 
Battle Creek, Mich, shoveled 
$37,500 worth of “cornflakes” in five 
minutes. He reached the minimum 
guarantee by the end of the second 
minute, had practiced shoveling 
metal washers near home. 

And back in the Federal Reserve 
counting room, the shortage from 
the pile of 250,000 silver dollars 
turned out to be less than $100, 
partly attributable to the exuberant 
master of ceremonies who tossed 
handfuls of coins to the audience to 
show they were real. Contestants 
were paid by check, and were given 
a bag of 25 silver dollars to present 
to the grocer in whose store they 
had first secured their entry blanks. 

The underestimation of $22,500 
may have come as a shock, but it 
seems to have been worth it. At any 
rate, Canada Dry is planning a re- 
peat performance this coming Sum- 
mer. Now that they have learned ail 
the tricks, the second running, they 
figure, will be a cinch. 44 


Once Reluctant Bakers 
Now Using Premiums 


A new step-up for the premium 
industry is the retail baker’s adop- 
tion of a premium offer. 

Traditionally opposed to premi- 
ums, largely because of the expense 
involved, the bakery industry is 
now using waxed bread bags — 
imprinted with a premium offer — 
from Central States Paper and Bag 
Co., St. Louis. 

The bread bags cost the retail 
baker nothing extra but are stimu- 
lating sales through the imprinted 
“Cash Saver” coupons. These per- 
mit the consumer to buy one kitch- 
en tool — worth $1.50 — for only 
75c with each coupon. 

The coupons are in reality a pre- 
mium plan since there are seven 
stainless tools plus a wall rack 
available in the offer. This induces 
the shopper to come back to the 
same baker each time she pur- 
chases bread. Final selling point 
to the bakers was the handling of 
the premiums. Ordered direct from 
the manufacturer, they involve no 
extra work for bakers. 44 











Trophies can be, as these 
examples show, a power- 
ful promotional tool, 
whether they are actually 
awarded or used just as a 
symbol of leadership. 


By S. Harold Labow 
Atlantic Advertising Co. 
New York 


The trophy as a reward for ex- 
cellence has been fixed in the hu- 
man mind for almost two millenni- 
ums, or since the first Greeks gave 
the laurel wreath to their prize ath- 
letes. As a value-symbol in human 


culture, it has increased in use 
throughout the centuries. It has 
become synonymous. with high 


achievement, with name and fame 
and excellent performance. It is not 
surprising, then, to find the trophy 
being made use of in a non-com- 
petitive way as part of promotional 
and merchandising campaigns by 
more and more business firms and 
industries. Today the prestige value 
of the trophy, when symbolically 
used in connection with merchan- 
dise, is immediately apparent to the 
consumer. It has also been cleverly 
utilized to build good will between 
a manufacturer and his retail out- 
lets. 

An interesting case in point is that 
of the Hammonton Park Clothing 
Co., New York, makers of fine men’s 
clothes. The company had a special 
“Style Trophy” designed for them 





, = to Use rophies 


which was then given to those stores 
that had attained or maintained 
style eminence by featuring Ham- 
monton Park Clothes. National con- 
sumer ads were used by the com- 
pany, calling customers’ attention to 
the award and telling them that to 
be assured of buying the best in 
men’s fashions, to look for the store 
where this style trophy was promi- 
nently displayed. 

Another men’s. clothing firm, 
Frankenberger’s, in Charleston, W. 
Va., a retail store, “gave” manufac- 
turers an award for good deliveries, 
thus promoting better business rela- 
tions and contacts between the firm 
and its resources. In one case, the 
manufacturer gave a trophy to re- 
tailers; in the other, a retailer gave 
an award to the wholesalers. Both 
cases were non-competitive uses of 
a trophy. 

Men’s clothing firms seem to be 
particularly “hep” to the connec- 
tion between “awards” and “excel- 
lence.” For example, Goodall Inc. 
advertised Palm Beach “Trophy 
Fashions for 1956,” posing its models 
atop regular “trophy bases” in their 
advertising layout. Here the impli- 
cation was clear that a man wear- 
ing one of these suits was a “fash- 
ion champion.” 

Sometimes a trophy is used mere- 
ly in the background artwork to 
convey the idea of the excellence 
of the merchandise, and this is a 
fairly common practice. In a recent 
ad placed by the National Assn. of 
Summer Furniture Manufacturers, 
to advertise their Chicago and New 
York exhibitions, a photo of a tro- 






Premiums, Prizes & Specialties * 91 





phy was prominently displayed in 
the ad . . . to indicate “excellent” 
furniture, or “prize” merchandise. 
Bathing suit manufacturers have 
posed live models with a statuette 
award in their hand, to indicate 
that wearing such a suit turns any 
gal into a Beauty Queen. 


> The merchandising philosophy be- 
hind this non-competitive use of 
trophies and awards is simple. The 
trophy, in actuality, is usually 
awarded in an open competition in 
some field of human endeavor, for 
superiority in that activity. In ad- 
vertising and promotion, it is being 
used in a non-competitive way — 
no actual competition has taken 


the richest fabricin town 





Consumer Ad... A trophy lends quality 
to this ad for men’s clothing 


May 
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Model L1 


; Model L2 
for metal dial 


for plastic dial 


A powerful publicity item. Adds zest 
to sales programs . . . a convention 
attention-getter. Has a conversa- 
tional, as well as, utility value. Keeps 
advertiser's name constantly before 
every phone user! Write for free 
sample on business letterhead. 


CEL-U-DEX CORPORATION 


NEW WINDSOR (NEWBURGH), NEW YORK 
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place and it is not awarded to one 
out of a group. It merely indicates 
superiority by the association of 
ideas in the minds of others. 

By clever proximity and promo- 
tion, the trophy becomes “connected 
with” the desired product, usually 
through a well-thought-out adver- 
tising campaign. Prominent display 
of the trophy or award is tied up 
with “excellence,” “fine craftsman- 
ship,” or “prize-winning” eminence, 
in the consumer’s mind, who reacts 
in the desired way, by purchasing 
the merchandise. 

More and more symbolic use of 
the trophy is being made by smart 
agencies and advertising managers. 
A New York trophy manufacturer, 
for example, to indicate the excel- 
lence of his product, displayed a 
three-dimensional window and 
counter grouping with an actual 
trophy included at the center, to 
indicate excellence of craftsmanship. 
A five-and-dime store posed a gold 
“Oscar” in its windows to convey 
to the public the idea that they car- 
ried top-quality or “prize” mer- 
chandise. Even for low-price mer- 
chandise the symbology of excel- 
lence is effective. 

The trophy which, when displayed 
on the consumer level, indicates an 
“excellent” store or retail outlet for 
a certain type of merchandise, has 
not been fully exploited by many 
manufacturers who would benefit 
by this type of promotion. There 
are many types of merchandise 
which must be displayed and sold 
properly. A manufacturer could 
easily give a symbolic award to such 
stores to guide the consumer to 
them. 


> Toys are a good example. Quality 
toys must be displayed and sold in 
an intelligent manner to the cus- 
tomer, usually a parent or a rela- 
tive, who should be informed as to 
the different types of toys, which 
toys are suitable for different ages, 
which are safe, encourage artistic 
talent, etc. A clever toy manufac- 
turer might create an “Oscar” and 
give it to those toy outlets which 
feature and sell his toys properly 
with the right introduction to the 
consumer. 

This will not only increase the 
merchant’s awareness of a_ better 
sales approach, but increase the 
consumer’s trust in, and apprecia- 


tion of, better quality toys, and their 


sound place in child life. Fewer 
disappointments with improperly 
purchased or cheap toys will result. 
The whole cycle of toy merchandis- 
ing will up-grade as a result. Drugs 
and cosmetics are another type of 
merchandise which need to be in- 
troduced properly to the consumer. 





Largest Trophy . . . Standing 5/2’, this 
was used by Lewyt for a dealer promo- 


tion. Arlen Trophy Co. gets the credit. 


An award to higher quality retail 
outlets for proper merchandising 
would stimulate consumer trust and 
interest in the merchandise. 


> The trophy used symbolically to 
indicate better merchandise has also 
not been fully exploited. Consistent 
use of the symbol in connection 
with the merchandise, through ad- 
vertising, labeling, and so forth, 
builds up a powerful sales pull in 
the consumer’s mind. Even the use 
of such a title or slogan as “Gold 
Medal,” “Champion,” “First-Prize” 
or “Blue Ribbon” indicates product 
excellence, and when combined with 
the proper artwork in display, re- 
sults in increased customer confi- 
dence. It is subtly suggested that 
this brand is “ahead of the compe- 
tition” and better than average. 
Another use of the trophy is the 
award by a business firm to out- 
standing groups or organizations in 
the community. Though awarded 
non-competitively, the trophy links 
the business firm with an interest in 
public service and attention to the 
community, which builds good will 
for the firm. For example, a lead- 
ing firm might give a “Good Citi- 
zenship” award to the many local 
groups, clubs and activities that 
have shown public spirit, and are 





active in public affairs for bettering 
the community. Display of the tro- 
phy inevitably brings to mind the 
firm which gave it and so indirectly 
publicizes the merchandise. 

The alert advertising manager or 
sales promotional manager should 
seriously review the possibility of 
the use of the symbolic trophy for 
his firm; the wide-awake store or 
retailer should consider if he might 
use this age-old and _ traditional 
symbol in his advertising or pub- 
lic relations. Product manufacturers 
with new lines should review their 
promotional ideas for a possible tro- 
phy tie-in for increased sales and 
consumer acceptance. a4 


Premiums for Pro’s Personalized 
Gifts Co. offers unusual premium possi- 
bility in cuff link and tie-bar sets in 


designs for a variety of professions. 


Professional Designs 
Available on Premiums 


A premium for a_ professional 
man is available in a line of special- 
ly designed cuff link and tie bar 
sets in the honorable insignia of a 
variety of professions. 

Professions represented in the 
sets include engineering, dentistry, 
teaching, law, accounting, pharmacy 
and medicine. 

The are not available in 
stores and prices, including federal 
tax, postage, and gift-packaging are 
$4.98 for rhodium-plating, $15 for 
sterling silver, and $65 for 14K gold. 

Additional information is avail- 
able from Personalized Gifts Co., 
160 Fifth Av., New York 10. 44 


sets 


Free Stamps For Paid Air 
Have Plus Zero Values 


Chances are when the average 
consumer picks up a_ book these 
days, he’s not planning to read but 
rather to paste all those nice free 
stamps in it! 

We're speaking, of course, about 
the current trend toward the giving 
of trading stamps—plus a book to 
paste them in and another to dream 
over—in return for Mr. Consumer's 
patronage by the retail 
store. 


As to 


average 


how far it can go, we 





Best GIVE-AWAY Idea 
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~ SIGHT SAVERS beokiets 


imprinted with your company 
message. 


in sight! 


USEFUL— Over 70% of your customers and prospects weor 
glasses... 


glasses that are cleaned 2 or 3 times a day. 


LONGLASTING—SIGHT SAVERS booklets have an average 
life of 30 days; Dispenser-Paks, over 3 months! 


LARGE ENOUGH-— Greater attention value. Plenty of room 


for an effective advertising message. 


FREE SAMPLES 


Write today—for prices and full 
details on different ways you can 
use imprinted SIGHT SAVERS... 
the best silent salesman in sight. 


Address Dept. O1Ff 


outs. 


CANADA: Dow Corning Silicones Ltd., Toronto 


That reminds me 
| wanttotry EEZ. 
What shelf 


All You Need to Know 
About Balloons ...in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas © Sample Balloons 
Price List 
Imprint Work Sheet 


Get it for your files now! 


VALUABLE— Purchased regularly by millions of people at 
10c per booklet and 39c per Dispenser-Pak. 


DIFFERENT— Ideal for calling cards, or convention hand- 


May be mailed without special packaging. 


Dow Corning CORPORATION 


MIDLAND. MICHIGAN 


Order a carload and well give 
you 500 balloons with your 
sfore name on one side and our 


Buy some KRUNCHIES 
Mom! There's a free 


The Pioneer Rubber Company 

Advertising Balloon Division 

410 Tiffin Road, Willard, Ohio 
Please send me your FREE 


Balloon Fact Pack 
up against the wall 


Advertising 
| want to throw it 
and see what sticks. 


Firm 


Address 


City Zone —— State 
Requested by 


Or phone Betty Wolfe at Willard 3-2211 toorder. ¢ 
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Promoters 


that really 


“of promote 2% 
premium quality 
Imprinted with your 


Balloon company name, these 


colorful balloons are available in all sizes, 
shapes and colors — low-cost, high impact 
imprinted balloons will add punch to any 
promotion! 
Fairs 


Premiums 
Giveaways 

Direct Mail 
Point-of-Sale 

New Products 
Special Events 
Store Openings 
Merchandising Aids 


FOR COMPLETE INFORMATION, PRICES 
AND SAMPLE, WRITE: 


EAGLE RUBBER CoO., INC. 
ASHLAND, OHIO 


dak 
OF IDEAS 


for 


BRONZE 
PLAQUES 


F REE illustrated brochure has 
hundreds of original ideas for 
reasonably priced solid bronze 

plaques—nameplates, awards, 
testimonials, honor rolls, me- 
morials, markers. 


INTERNATIONAL BRONZE TABLET CO., INC. 


Dept. A-57, 150 West 22 St., New York 11 


Write for FREE 
Brochure A 

For trophy medal, 
cup ideas ask for 
Brochure 


Here’s how you can prepare 


BETTER ART 


Tae Claes ee Me da 
Sheets with 


OLTAK 
Adhesive Back 


Hand Lettering & Type Alphabets 
@ Over 300 of the latest Styles 
from 18 to 144 pt. 


Shading Film in Matte-Finish 
@ Standard Screens from 30 to 85 line 
@ Standard Tones from 15 to 60% 
@ Takes pencil, pen and color smoothly 


Color Film in Matte-Finish 
@ 51 Different Standard matched printing 


A inks including Gold, Silver and Fluor- 
(J escent colors 


FREE “‘How-to- ‘do-it’ booklets 


H. A “HERBERT co. 
4 A A 10-63 Jackson Ave., 
96 °- ar ° 


Paste-up Acetate 


Long Island City 1, N. Y. 


May 1958 


| pealing to 


thought it had reached its ultimate 
when we found the young fry sav- 
ing stamps for a “live” puppy. If 
not then, certainly the church plan 
that allows the congregation to pool 
its stamps toward a Cadillac for its 
minister was the very “end.” 


’ But it seems we were wrong. 
Stamp plans can go farther than 
even these plans indicate and proof 
of the pasting is the unique stamp 
plan launched by William S. Ver- 
non of Blair-TV, station repre- 
sentive. 

Not one to sit back and let com- 
petition pull his chair out from un- 
der him, Mr. Vernon took a canny 
look at the trade his supermarket- 
owner-neighbor was pulling in with 
those colorful little stamps and 
decided to get into the act. 

The obvious facts that other stamp 
plans were already in existence, and 
that Mr. Vernon was selling air 
space instead of beans or gas did 
not deter the valiant adman in the 
slightest. 


>» Setting to work, Mr. Vernon spent 
the following days designing a 
stamp plan that would be different! 

And different it was! Designed to 
give space buyers’ merchandise 
stamps in return for the purchase 
of broadcasting facilities on any 
Blair-TV represented stations, the 
plan had a number of unusual fea- 
tures. 

Introduced in a short letter sent 
to space buyers, the plan attracted 
attention immediately with its 
unique stamps. 


> Outstanding in design, they kept 
Mr. Vernon before the buyers’ eyes 
since they were stamp-size photo- 
graphs of the gentleman. 

Unique also—if not useful—were 
the prizes available through the 
Vernon Value Stamp Plan. Ap- 
the desire for “some 
thing different,” the careful acquisi- 
tion of Vernon Value stamps could 
bring a saving man the following 
goodies: 


e A Lip Reading Course at AIBE 
(American Institute of Business 
Espionage) 

e A $5 or $2 gift certificate to the 
dentist of your choice 

e A 1957 Cadillac hub cap 

® Monogrammed shoe trees (choice 
of any three initials) 

@ A new Red Label album released 
entitled “Out of This World” by 
Harry M. Sputnik and his Satellites. 


’ While the plan states that it is 
“subject to change—any time” and 
is open “only to personnel at agen- 


cies handled by Bill Vernon,” it 
maintains a certain appeal for ad- 
men by blatantly bearing—as its 
coat of arms—an old advertising 
truism, “Spend freely, it’s the 
client’s money.” 44 


Guide-to-City Specialties 
Offered by Dial-O-Rama 


Both good will and pocket appeal 
are available for your ad message 
with the introduction of the helpful 
“Fun Dials” from Dial-O-Rama, 
San Pedro, Cal. 

Helpful to the “oldtimer” as well 
as the visitor, the fun dials include 
listings of transportation facilities 
in the city represented, plus the 
names and addresses of the city’s 
well-known hotels, theaters, points 
of interest, restaurants, dancing 
spots, and much more. 

The user simply dials the top 
card for the information that in- 
terests him at the moment and then 
tucks the dial card in his pocket 
for future reference. 

The fun dials have space for ad 
message, logo, etc., on the top and 
can include a map of the city on 
the reverse side, or a return-card 
mailing unit if desired. 

Samples and details are available. 

- for more details circle 508, page 113 


Premium for Sportsmen 
Measures the Wind 


A folder of facts on a precision 
instrument that measures the wind 
strength is available from the F. W. 
Dwyer Mfg. Co. 

Made of die-molded acrylic plas- 
tic, the “Wind Meter” is rugged 
enough to last a lifetime, and com- 
pact enough to be carried in one 
hand. It is packed in a zip-sealed 
transparent plastic case which can 
be imprinted. 

Individual unit price for the 
Wind Meter is $4.95, with case. 


- for more details circle 509, page 113 


it should help sell our family size 
cereal package. 





The string tag can be a powerful selling 


tool, if used and designed properly. 


Outlined here are good examples of good uses. 


Shopping for clothes is no lark 
these days, but it would be even 
more arduous if there were no 
hang-tags. Except in the most ex- 
pensive specialty shops, there is 
likely to be some self-service, and 
in many stores that’s all there is. 
And in this era of man-made, mir- 
acle fabrics, wonderful as they are 
in many respects, the customer is 
plagued by the challenge of such 
questions as, “What’s this made of? 

60% this and 40°% that—what 
does that mean to me? How must 
it be cared for? How can I be sure 
these claims are justified, that it 
will really drip dry, that it won't 
shrink, wrinkle, show stain, that it 
need not be ironed?” 

Fortunately for both shopper and 
store management, the answers to 
many of these questions are to be 
found on hang-tags. But these small 
appendages do much more than tell 
fabric content and provide care-for 
instruction. Many are highly effec- 
tive merchandising tools. They 
stimulate impulse buying. They tie 
in with, and capitalize on, consumer 
advertising. Through illustrations 
and copy they imbue the merchan- 
dise with prestige and glamor. The 
guarantees—of fabric houses, yarn 
makers, producers of finishes, test- 
ing bureaus—may clinch sales. 

“The tag is the most important 
link today between consumer and 
manufacturer,’ says Herbert E. 
Rothchild, of Rothchild 


Printing 


Co., N. Y., sponsor of a continuing 
study of hang-tag practices and 
trends. “This is indicated by the 
growing tendency to show tags in 
both consumer and business paper 
advertising. In some instances the 
tag is the main theme of the adver- 
tising campaign. The shortage of 
sales help has accelerated’ the 
movement. The tag answers the 
shoppers’ questions and helps he: 
(or him) to serve herself.” 

Here are brief descriptions of 
uses of tags, which go beyond the 
merely routine, some of which de- 
serve not merely A for effort, but 
A-plus for creative selling. 


Tag strings show swimsuit sizes 
- » Rose Marie Reid, Los Angeles 
swimsuit manufacturer, uses col- 
ored strings as a code signal to 
show sizes: green for size 8, black 
for 10, pink for 12, white for 14, 
royal blue for 16, yellow for 18, light 
blue for 20. The code is given on 
the back page of a sprightly book- 
let for salespeople: “Fit Facts for 
You .. . from Rose Marie Reid.” 
The Reid tag is a cardboard folder, 
with black lacquer front and back 
covers, with no decoration except 
the company name in white script 
and a stylized red rose design on 
both covers. Inside copy gives care- 
for instructions and contains a sug- 
gestion for multiple purchasing: 
“Build your jewels of the sea ward- 


robe . . . for sun, for swim, fo! 
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psychology.” There is a perforated 
line near the foot of the second 
page of the folder, for stock control 
use. 


Glamorous date book tag. . 
Joseph Stein Coat Co., New York, 
attaches to coats it manufactures a 
tag folder that doubles as a date 
book or dance program, with ruled 
lines for “Date Space” on the inside 
cover. Facing page has copy, in 
script, about the garment, “a fash- 
ion-first” (Terry-Kane-Junior 
Prom line). Back and front covers 
of tag are identical: “Junior Prom,” 
in black letters on lavender square, 
framed by black border, spangled 
with lavender stars and 
moons. 


crescent 


Sleep hints booklet . . “How to 
Sleep Blissfully” is title of booklet 
tag (12 pages) by Stadium Mfg. Co., 
Baltimore, pajama manufacturers. 
Though written in light vein, text 
should be of help to insomniacs. 
There are pre-bedtime suggestions 
(warm bath, light smack, right 
temperature for bedroom, proper 
bedding, etc.); and tips for “Pillow 
Wrestlers,” “Un-Holy Rollers,” “Bi- 
cycle Riders’ (what not to do). 
Only three of the twelve pages are 
devoted to the merits of Pleetway 
Pajamas, one of them, the back 
cover, illustrating three main “com- 


! 


{ii 


iti 
ch 


fort features” with line drawings. 
The inside back cover is a chart 
for learning one’s correct pajama 
size. A credit line states the booklet 
is adapted from material of Lewis 
& Conger (retailer specializing in 
sleep aids). 


Kid bait . . A die-cut, doll-shaped 
tag is being used by Romay Inc., 
Lavonia, Ga., children’s pantie 
manufacturer, for its line of 21 
styles. Bearing the signature, “I’m 
Fanny,” the red, black and white 
tag has a storybook quality and 
should prove a stopper to any little 
girl out shopping with her mother. 
Tag has proved so popular, accord- 
ing to Thomas J. Roberts, Romay’s 
president, that firm is considering 
the use of a gummed sticker identi- 
cal in size and color. 


Hidden ingredient . . Linings are 
important in this era of warmth- 
without-weight garments—but you 
can’t see the lining. Some manu- 
facturers are providing special tags, 
with samples of the lining tipped 
on, to be attached to garments. Ex- 
ample: a White Stag “fun fashion” 
garment has on it a tag with a 
swatch of “Nopcocell Insulining,” 
made by Nopco Chemical Co. On 
one side is the sample, white 
against red background, and the 
trademark, an up-ended seal bask- 


\ 


y 


TALENT TO ORIGINATE « SKILL TO PRODUCE 


METAL SIGNS AND DISPLAYS FOR ADVERTISING 


Here at American Art Works we talk about Quality, Service, Price and Delivery. 
Quality both in the talents of our staff and of the final metal product produced 

- Service in that every effort is made to assure your satisfaction — Price in 
line for all requirements — & Delivery in time and anywhere you say, with an 
added service of deferred shipment of orders if requested. 


Flange, Tackers, Highway Signs, Signs for Automatic Vending Machines and 
other Point-of-Purchase displays, Sidewalk and Store Front Signs, Hanger, Door 


and Wall Signs — 


It’s a good sign — when you call... 


AMERICAN ART WORKS 


Plant: Coshocton, Ohio — Executive Offices: 711 Fifth Ave., N.Y. 22, N.Y. 
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ing in rays emanating from the 
product name in an oval. The other 
side shows the White Stag (deer) 
trademark as well as that of 
Nopcocell, and has copy telling of 
features, “More Warmth—Less 
Weight,’ “Washable-Cleanable,” 
“Non-Allergic.” 


Dramatizing benefits . . Mc- 
Gregor-Doniger Inc., manufacturer 
of men’s sportswear, uses outstand- 
ing tags for many purposes. Some- 
times a McGregor tag stresses a 
single feature. Examples: Only the 
wrist and lower part of sleeve are 
shown on a jacket tag, to call at- 
tention to the firm’s’ Exclusive 
Temp-Trol inner wristlets that are 
a part of this garment. A wash-it- 
yourself shirt has a tag with an 
old-fashioned school slate border, in 
McGregor’s characteristic red plaid. 
Copy calls the product “The Shirt 
That Stays at College” (you don’t 
send it home—you wash it your- 
self). Small line drawing of build- 
ing on campus emphasizes the col- 
lege selling angle. 


Distinctive die-cuts . . The added 
expense of a die-cut tag is justified 
only if the tag has distinction. Here 
are examples of tags that make the 
grade: For Stein-tex ( Prestige 
Fabric) Trinidad (made exclusively 
for Hoffner of Dallas), the lavender 
tag is shaped like the state of Texas, 
suggesting origin. . 

The tag for Burlington’s Apple- 
sheen (wash and wear rayon, 

acron, nylon fabric) is a folder 
in the shape and color of an apple. 
The idea is complete even to in- 
clusion of stem and two leaves at 
top of apple. Copy on inside of 
folder tag gives instructions for 
washing both by hand and by ma- 
chine, and is printed chiefly in red 
ink, with words emphasized, eight 
in all, in green. Back cover has 
same design and colors as front and 
gives pressing instructions. 

Academy Knitted Fabrics Corp. 
provides a tag for garments of its 
nylon fleece in the shape of a fold- 
er, with a window in the front cov- 
er revealing the head of a woolly 
lamb. When folder is opened the 
complete lamb, wearing a tailored 
coat of its own and a ribbon round 
its neck, is shown. Lamb’s outfit is 
apparently also of nylon fleece, 
since drawing has caption, “Better 
than my own!” Inside front cover 
lists features of fabric and gives 
instructions for drip-drying (not 
ironing). 


Shines in the dark . . Tag for 
“Mighty-Mac Life Guard Tweed” 
does a good job of demonstrating 


that jacket reflects light in the 





Us 


AT THE POINT-OF-SALE 


Through faithful reproduction of 

your trade mark, Plasti-Line signs 

do your “‘pre-selling’’ at the dealer 
level. Night or day, identification 

is spectacular and distinctive. And, 
Plasti-Line can handle the entire 

job . . . from creation to construction. 
Your sign program can start the day 
we receive your trade mark... 


and there’s no obligation! 


illuminated plastic 
signs of success 
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Advertising on business 


cars without any marring or dam- 
age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy changes. 
“These are only part of many ad- 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 


FLEET OPERATORS: | Take 


advantage of the advertising value 
of your cars. 


ADVERTISING AGENCIES 
AND SIGN COMPANIES: 


Sell these to your customers. Write 
us for details. 


BUMPA-TEL SIGN CO. 


MOUNDS, ILLINOIS 


U. S. PATENTS 2816377 CAN. 549499 


enlace 


FOTOTYPE 


CUTS TYPE COSTS. 
AS MUCH AS 90% 


Save up to 90% over ordinary 

type methods on jobs for off- 
set, zZincs or silk screen. 
This entire ad was "set" by 
a stenographer with Fototype 

for heads —body copy typed on 
Justi-Type Stretchable Paper. 
Write today for free 64-page 
type book showing 300 styles 
and sizes. 


FOTOTYPE INCORPORATED 
Cane é < ai 


SCOE STRE HICAGO 13 


in ar for june... 
How Dayton Rubber Co. 
Gains Sign Flexibility 
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dark, warns motorists to avoid run- 
ning down wearers of fabric con- 
taining Flecton, a safety yarn. In- 
side spread of folder tag shows 
two views of a man and a boy wear- 
ing Mighty-Mac jackets, one a 
photograph taken in daytime, the 
other a night shot with faces and 
hands barely visible against dark 
background, but jackets. clearly 
shown. Tag also does a good job 
of “getting everybody into the act” 

not only the garment maker, Cape 


Cadillac Produces Acrylic 
In Corrugated Sheets 


The development of extruded 
acrylic in corrugated sheets has 
been announced by Cadillac Plas- 
tic & Chemical Co. 

Advantages of the new sheets, ac- 
cording to Cadillac, are substantial 
savings in cost plus equality to cast 
sheets in optical, weathering, and 
chemical properties. 

They are applicable to the sign 
and display field since the corru- 
gated ridges are flat and wide 
enough to provide firm anchorage 
for sign letters and display ele- 
ments. 

Standard widths of 3542” are pro- 
vided with interlocking edges so 
that sheets may be linked up to any 
width desired without a break in 
the pattern of corrugations. 

They are available in standard 
lengths of 36, 48, 72, and 96” in 
stock with lengths up to 25’ avail- 
able on special order. 

Stock orders come in white only 


Ann Mfg. Co., but also the Life- 
Guard Tweed, a Stevens Fabric, 
made with Flecton yarn, which, in 
turn, was developed by Minnesota 
Mining and Mfg. Co. And for good 
measure, the Parents’ Magazine 
Seal of Approval and the “Adver- 
tised in Life” logotype are included. 
You’d think that inclusion of all 
those credits would produce clutter, 
but that is not the case. Someone 
did a good job of design and co-or- 
dinating. 44 


in two degrees of translucency. 
Other colors may be obtained on 
special order. 

Details are available from Cad- 
illac Plastic & Chemical Co., 15111 
Second St., Detroit 3. a4 


Perforated Materials 
Described in Catalog 


A complete line of perforated ma- 
terials are described in a compre- 
hensive catalog released by the 
Harrington & King Perforating Co., 
New York. 

Materials illustrated and de- 
scribed in the catalog include both 
utility and ornamentation types, 
and a variety of applications for 
both are shown, as used by differ- 
ent companies. 

Designed as a reference guide, 
the book is in a loose-leaf style 
with index tabs making it easy 
to find the page giving specific con- 
struction information on each type 
of perforated material. 
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THE CHAMPAGNE OF BOTTLE 


New Look For Miller Signs . . 


. Versatile road sign program announced by Miller 


Brewing Co. features the addition of two new product identification panels. New 


3x6’ panels, in six colors, can be used separately as ‘‘tacker’’ 


signs or joined to a 


regular road sign in a variety of combinations to form a 14x6’ road sign. 





Improvements in Outdoor 
Noted in OAAA Booklet 


Seven years of improvement in 
outdoor advertising structures and 
practices are detailed in a new 
booklet released by the Outdoor 
Advertising Assn. of America, Chi- 
cago. 

The booklet, titled “Improvement 
Trends,” is based on surveys on 
construction, maintenance, illumi- 
nation and placement. 

Conducted to measure the extent 
of postwar modernization in the 
outdoor advertising industry, the 
surveys include the following 
revelations: 


e Loewy poster panels, adopted as 
a postwar standard by OAAA are 
now used in 51% of all new con- 
struction. This compares with 26% 
in the years from 1950 to 1955. 


@ Nearly 90% of all new painted 
bulletin construction in 1956 con- 
formed to the standards adopted by 
OAAA in 1954. 


@ Nearly 20° of all illuminated 
panels feature high-level, modern 
fluorescent lighting. 


@e Cantilever construction—the 
elimination of A-framing in back 
of structures and replacement with 
sturdy, space-saving uprights—was 
used in 79° of all new outdoor 
construction in 1956. 


@ More than 2,000 poster panel and 
bulletin locations have been beauti- 
fied through landscaping. 


The booklet also charts the most 
popular materials used for “trim,” 
a comprehensive coverage of 
painted bulletins, and a variety of 
other facts pertinent to the recent 
rebirth of the outdoor advertising 
industry. 
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Pollack Flyer Describes 
Promotion Materials 


A variety of display materials for 
spring and summer promotions are 
described in a new flyer from 
Pollack Poster Print Inc., Buffalo, 
N. Y. 

Designed for promotions _ that 
range from Mother’s Day to Va- 
cation Needs, the materials include 
posters, pennants, streamers, price 
tags, etc. 

The flyer includes illustrations 
and prices of all materials men- 
tioned for the seasonal promotions. 

Also included in the flyer are 
perennial promotion favorites. 
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SOUND OF GENIUS fa 


the ‘‘se/ling-est’”’ displays 
are powered 


by dependable 


SNYDER @ BLACK 


SANIGHIRICIN 


TIMING MOTORS 


SYNCHRON—\the 
proven name in P.O.P. 
motion—built by Hansen, 
recognized as quality 
leader in timing motors. 
Precision engineering and 
rigid quality control as- 

PINSON FREEMAN CO sure dependable, trouble- 
free power. 


UL Amo CSA apraoven 


Super Hi-Torque Timing Motor 

Ideal for short term applications operating turntables, 
display wheels, rotating signs, and easily adapted to 
any special type of motion display. 30 inch ounces 
guaranteed torque at | RPM. 


Hi-Torque Timing Motor 


For long term operation of turntables, display wheels, 
and rotating signs. 20 inch ounces guaranteed torque 
at | RPM. Can be adapted to any special type of 
motion display. 


wa 


II 
<< * Workhorse of the Industry 


a” OVER 50 YEARS OF SERVICE 


ESTABLISHED 1907 


Hansen Representatives 7 
Cr w 


1 


ENAMELED BLANKS 


Designed for legibility 
¢Tackers *Real Estate * Traffic Control Stik-a-letter 
*Circles * License Plate ¢ Steel * Aluminum Desi gned for s peed 
© 32 Ga.to 14 Ga. All Sizes, Shapes, Colors nrofe 


tenne =, Designed for 
THE YARDER MANUFACTURING CO. ("use Bape (OF SCONOTTY 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO id for flexibility 


ned for efficieney 


= swwepigned for uniformity 
Visit to the Write for 


literature and sample 
New York 


month’s Stik Ge letter Co. 
ae POPAI Show RT. 2 - BOX 286, ESCONDIDO, CALIF 


next 


May 1958 + ar + 101 





102 





* ar « May 1958 





The Cat and the Fiddle (above) . . . Dating 
back to 1672, this was first used by a haber- 
dasher, and is now the sign of the Commercial 
Bank of Scotland. 


Spread Eagle (left) . . . This was adopted in 
the late 17th century by John Freame, a 
goldsmith. He married into the Barclay fam- 
ily, which founded Barclay’s Bank. 


British 
Bank 
SIONS 


‘Sette looking for a tavern in London might well make the mistake of 
walking into one of the city’s staid banking houses. A tipsy visitor 
could easily mistake the traditional signs which mark British banks for 
those which swing over the city’s pubs. 

In famed Lombard Street, banks of all sizes crowd both sides of the 
thoroughfare. And from each hangs a symbol rich in tradition. A stroller 
along the sidewalk passes beneath eagles, grasshoppers, cats, horses, per- 
haps a long-dead king, or even a pretty girl. 

The custom of using a sign to identify the bank dates all the way back 
to the early beginnings of money-lending. Lombard Street itself is named 
after the bankers of Lombardy, Italy, who transacted business there hun- 
dreds of years ago. 

These photos by UP staff photographer Herbert Ludford show some 
of the bankers’ hangouts on this avenue of high finance. 
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Thames & Roses . . . One of the few signs 
to bear a name, this was adopted in 1909. 
The wavy lines represent the river Thames, 
while the roses are those of Henry VII. 


King Charles? . . . Another sign of the 
Commercial Bank of Scotland, this is 
reputed to be Charles |, who surrendered 
to the Scotch after being defeated by 
Cromwell, and was later turned over to 
England and executed in 1649. The 
bank, however, refuses to confirm its 
identity. 





Blue Anchor... 
First used by a 
goldsmith in 1677, this 
sign is nearly 100 
years older than 

Glyn, Mills & Co., 

the present user. 





The Grasshopper . . . Used 
by Martin’s Bank for 
almost 400 years, the 
sign includes the 
date of founding. 















Moorish Girl . . . Older than the bank, 
this sign was the mark of A. Ruffer & 
Sons, which was liquidated in 1941, but 
the sign now identifies the Credit Ly- 
onnaise, which took over the building. 





Black Horse .. . This 
sprightly animal 
















identifies the world- 
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famous Lloyd’s Bank. 


Nuper-Spools 


MADE IN BRAZIL 
BY NUTS 


MADE IN FRANCE 
BY FROGS 


Made In Gest Germany 


By Cowboys 


MAng 


CEiy7 Loy 
Ba EN 


MADE QUICKLY 
BY RABBITS 
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malney !N f 


Made in Italy 
By Tenors 


Made On The Moo 
im 
By Lunas; cs 


WADE IN LAS VEGAS 
THE HARD WAY 


Build Super Sales 


This California foreign car dealer has won friends and made sales 


with a tongue-in-cheek approach that was easy on the budget. 


By James Joseph 


Humor is no laughing matter 
when you tie sales to a good- 
hearted snicker. And none proves it 
better than car dealer Nick Pastor 
(“He’s got all the sports cars”) who, 
for a paltry $85 invested in premi- 
tickled many a 
motoring funnybone—and in all se- 
riousness lured thousands of poten- 
tial car buyers into his South Gate, 
Cal., showrooms. 

Small budget advertiser Pastor’s 
laughing-good (and _ inexpensive) 
premiums? Humorous window 
stickers for autos—each a spoofing 
parody on the “Built in Texas by 
Texans” stickers which, since 1948, 
have branded thousands of Fords 
turned out at the car-maker’s Dallas 
(Texas, of course) assembly plant. 


ums, has_ both 
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> Mr. Pastor’s rib-tickling parodies 
(brain-stormed in cooperation with 
his agency, Los Angeles’ Elliott & 
Karbo) begin where big advertiser 
Ford, in all seriousness, leaves off. 
Some premium parodies: “Made in 
Madrid by Bullfighters” . .. “Made 
in Las Vegas the Hard Way”... 
“Made in the Black Forest by 
Elves” “Made in Virginia by 
Virgins.” 

Says Nick Pastor, “I wanted a 
premium that was different ... but 
that ‘difference’ too often costs a lot 
of money. At least I thought it did. 
Then the agency guys mentioned 
those Texas Ford stickers . . . and 
how maybe we ought to tie in. We 
did.” 


’ Concedes Joe Karbo, whose El- 
liott & Karbo agency pulled the 


low-cost premium coup, “Some of 
the parodies had been around 
awhile. We helped ourselves, just 
for laughs. Many of them, though, 
we dreamed up. You know, you just 
sit down and think of a country, say 
Poland .. . and right off you’ve got 
a spoofer: ‘Made in Poland by Pole- 
cats.’ ” 

Continues Mr. Karbo, “Some local 
printers had made up a few of the 
parodies, handed them out to cus- 
tomers. Lots of motorists, we fig- 
ured, wanted them for their own 
cars. And who was a more logical 
giver of windshield and window 
stickers—than a car dealer? Nick 
Pastor’s the first dealer—but not the 
last, I'm sure—to tie in with the 
going gag. But it’s all strictly 
tongue-in-cheek.” 

The Pastor agency, incidentally, 





FOR PRECISE COLORS...SPECIFY THE STANDARD OF EXCELLENCE 


COATED PAPERS 


To reproduce the subtle detail and superb hand carving of its 
fine monuments, Rock of Ages chose C1CO Coated Paper for 


its booklet, “How To Choose Your Family Monument’’. 


CHAMPION-INTERNATIONAL CO. 
f a WOO, - A, ccsssncileia “1; 


MANUFACTURERS OF QUALITY COATED PAPERS 


COPYRIGH AMP 





These leading paper merchants can supply 


CONNECTICUT 

John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 


Stanford Paper Company 
3001 V Street, N.E 
Washington 18, D.C 
LAwrence 6-1600 


MARYLAND 
Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


Stanford Paper Company 
1220 Key Highway 
Baltimore 30, Maryland 
LExington 9-5830 


MASSACHUSETTS 


Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-500( 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2.3870 


Donald Wyman, Inc 
683 Atlantic Avenue 
Boston, Massachusetts 
HAncock 6-6282 


Whitney-Anderson Paper Co., Inc. 
32 Worthington Street 

Springfield, Massachusetts 

REpublic 3-3196 


MICHIGAN 
Chope-Stevens Paper Company 


240 Chene Street 
Detroit 7, Michigan 
LOrraine 7-6800 


NEW HAMPSHIRE 


John Carter & Company, Inc. 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 
Bulkley Dunton & Company, Inc. 


461 Central Avenue 
Newark 7, New Jersey 
HUmboldt 2-5600 


J B Card & Paper Company 
560 Belmont Avenue 


Newark 8, New Jersey 
Blgelow 2-8200 


NEW YORK CITY 
Bulkley Dunton & Company, Inc. 
295 Madison Avenue 

New York 17, New York 

MUrray Hill 9-6400 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


Crestwood Paper Company, Inc. 
263 Ninth Avenue 

New York 1, New York 

ALgonquin 5-5522 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 939-6721 


Perkins- Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-490( 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rochester 6, New York 
HUbbard 2-1510 


PENNSYLVANIA 
Atlantic Paper Company 
Lehigh Avenue at 3rd Street 


Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 

John Carter & Company, Inc 

421 Industrial Trust Company Building 
Providence, Rhode Island 

GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1-8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

BUrlington 2-0035 


EXPORT 


Elof Hansson, Inc., 


711 Third Avenue, New York 17, New York, MUrray Hill 7-1177 


coated paper 


specity 


COATED PAPERS 


Cico-Gloss 
Cico-Flex 
Cico-Print 
Cico-Fold 


Cico-Offset 
Cico-Graph 


Cico-Duoset 
Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 


BY 


AccuRlay 


(,HAMPION-I NTERNATIONAL CO. 
Of rn - To isiiieilensui 


>TURE 


RS OF 


QUALITY C 


OATED PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib 





handles at least one Ford product— 
the imported Ford-Anglia. 


> For $85, Mr. Pastor contracted 
with a local printer to turn out 
5,000 spoofers. They were printed 
in black on white gummed paper. 
And they were offered to anyone 
who'd venture into the showroom, 
regardless of whether he was in- 
tent upon stickers or sports cars, 
or (as the company hoped), both. 

Result: he’s given away nearly 
3,000 of the low-cost whimsies— 
and nearly quadrupled his sales. 
The spoofers alone, of course, didn’t 
account for all of this tremendous 
gain. Much of it came from astute 
(and usually humorous) tv spots. 
But the spoofers have drawn many 
a new face into the showrooms. 


> Ford takes it all good-naturedly 

. in fact, plays right along with 
the gag. In May, this year, the 
Dallas assembly plant took a full- 
page in the Dallas Press Club’s 
once-a-year gag paper. Like a 
mother hen not too surprised over 
its hatch of ducklings, Ford 
clucked, “Frequently Imitated—Sel- 
dom Equaled.” Then splashed the 
page with such facsimile slogans as 
“Eaten in the Congo by Cannibals” 
... “Frozen in Alaska by Eskimos” 
... “Created in Cages by the Ca- 
juns.”’ 

Said a good-humored Ford Motor 
Co. press release issued out of the 
company’s Dallas office in August, 
“Ford is accustomed to imitations 
and parodies which have existed al- 
most as long as the slogan itself.” 


> Ford affixed its first sticker in 
1936 when, for the Texas centennial, 
the Dallas assembly plant sloganed 
the rear window of each new Ford 
with “Made in Texas by Texas 
Labor.” In 1948, the sticker was 
changed to its much parodied “Built 
in Texas by Texans.” 

C. B. Ostrander, former branch 
manager for Ford in Dallas (and 
since 1945, a Ford dealer in San 
Angelo) recalls nostalgically the na- 


Hillman Min Sto] 
From Rabbit. 





You'll get more signs up . . . because you'll enjoy all 
the advantages of simplified Pressure Sensitive Appli- 


cation .. . PLUS the permanence of a true decal sign! 


The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 
Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 

. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
tar more signs go up... because you'll have the 
fullest cooperation of routemen, salesmen and 
field crews. Any size or colors, including full 
color halftones. 


We'll gladly send you samples and full information 


about Pressure Sensitive Decal Signs... write! 


the MEYERCORD co. 


5323 West Lake Street, Chicago 44, Illinois 
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NE PROJECTION 
a HOLLYWOOD 
= Loge 
. DISPLAY DRAPES 


These magnificent, modern Logo 
Drapes are the perfect prestige 
way to fix your name or trade- 
mark firmly in the viewers’ mem- 
ories — UNOBTRUSIVELY YET 
INDELIBLY! 


Amazingly low in cost... ex- 
tremely flexible . . . versatile . . . 
eliminate need for professional 
display men. 


Excellent for Exhibits 
Conventions * TV Backdrops 
Showroom and 
Window Drapes 
Over 100 Other Uses 
Flameproof and dry cleanable 


Send for FREE sketch of your 
name or trademark in fabric de- 
sign. No obligation. Also FREE 
colorful idea booklet on logo 
drape displays. 


HOLLYWOOD BANNERS logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
116 East 32nd Street ° New York 16, N.Y. ° TELEPHONE: OR 9-4790 





PLASTIC » METAL» NEON 
ILLUMINATED SIGNS 


COMPANY, INC. 


‘“Serving The Nation’s Leading Advertisers’’ 
2901 Tonnelle Ave., No. Bergen, N. J. 
LOngacre 5-2345 @ Union 7-5052 


Estimates, designs, consultation . . . no obligation 
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For Isettas Only . . . Simple sign helps 
to protect these strange specimens of 
the open road. 


tion-wide furor caused by the: first 
“Made in Texas” stickers. 

“Not only was the idea a thorn in 
the side of our competition, who 
had no assembly plants in the state,” 
remembers Ostrander, “but former 
Texans from all over the country 
began to write in for stickers to put 
on their cars.” 

“Each year,’ says a Ford spokes- 
man, “the plant receives hundreds 
of requests for stickers to replace 
those which have been removed 
from the back windows of Fords. 
Others, like the Dallas Boy Scouts 
who attended the national Jamboree 
in July, ask for them to distribute 
among friends from other parts of 
the country.” 

Ford public relations men even 
reflect humorously upon the reper- 
cussions of their slogans. “A few 
years after the practice was begun 
(branding Texas-made cars as built 
in Texas), Oklahoma dealers re- 
quested that the label be omitted 
from cars delivered to that state.” 
“And,” continues a Ford press rep, 
“since that time, each order to build 
a car for delivery in Texas has been 
specially coded so that only Texans 
will receive Fords with the ‘Built in 
Texas by Texans’ label.” 


>» It was only this year—on August 
9—that Ford belatedly applied for a 
trademark (speedily granted by the 
Texas Secretary of State) to protect 
its distinctive blue and white lariat 
sticker. The lariat encloses the 
“Built in Texas” logotype. 

Imported car dealer Pastor mere- 
ly saw the chance to latch onto the 
1.3 million Fords which, since 1936, 
have carried a “Texas brand”’— 
and in the process, put millions of 
motorists in the mood for a good 
chuckle at Ford’s expense (and 
maybe, profit). 

Mr. Pastor unabashedly styled his 
premium rib-ticklers for the laugh- 
minded . . . even among sports car 
fans. One Pastor slogan reads, 
“Stamp Out Sports Cars.” Another, 
“Hillman Minx Stole From Rab- 





bits.” Still another: “Mercedes Benz 
But Doesn’t Break.” 


> Some other premiumed Pastor 
laughables: “Made in West Germany 
by Cowboys” . .. “Made in Pasa- 
dena (a conservative Los Angeles 
suburb) By Little Old Ladies” .. . 
“Made in Italy by Tenors” ‘ 
“Made in London by Gentlemen’s 
Gentlemen.” 

For the more risque of humorists 
(who are also motorists), there is 
another: “Made on Mulholland 
Drive Last Night” (Mulholland is a 
local lover’s lane). 

Chuckles dealer Pastor at his own 
whetted wit, “Heck, we’ve even had 
people send in money for stickers. 
Said they’d always wanted a parody 
on that Ford slogan. The stickers— 
gum, printing and all—cost us less 
than two cents apiece. Which 
is something of a bargain in pre- 
miums. Yet one guy—he bought a 
car from us after we'd returned his 
money—sent in a buck, just for one 
humorous sticker.” 


> Meantime, Pastor’s laughables—a 
set of ten catchy slogans to anyone 
who'll come in for them—are the 
talk of all Los Angeles. Motorists, it 
seems, like to amuse the fellow 
nudging their bumpers. At least 
keep him in a jovial mood. 

Smiles agency exec Karbo, “We 
wanted a low-cost, off-beat pre- 
mium. Something the dealer could 
afford to spread around lavishly. 
And in our ‘Made In’ chucklers, we 
got it.” 


> Humor? It’s no laughing matter 
—when you tie sales to a good- 
natured snicker. 44 


Go! Go! Go! Display 
Is One For The Birds 


If a point-of-sale display can mo- 
tivate people to buy, why can’t it 
lead chickens to lay more eggs? 

This interesting, if unusual, 
thought has been responsible for a 
new mobile display created by 
Berger-Rivenburgh, Chicago. 

Pointing to its new creation, the 
company is apt to state proudly that 
“it’s for the birds” and rightly so, 
since its purpose is to stimulate the 
hen’s laying ability by keeping mov- 
ing examples of the product before 
their eyes. 
> Produced for Myzon, a feed addi- 
tive company, this unique display 
was hung in the chicken house of 
Johnson Brothers’ farm, Joliet, Ill. 

Here, the Johnson hens work 
faced by a profusion of the product 





When the ‘‘Signs’”’ are right.. 
YOU GET RESULTS! 


Sales results can be pretty exciting, too.. when you 
go prospecting for customers with signs by Texlite. 
That’s when excellence tells .. both design excellence 
and product excellence. Whether your sales plan 
calls for 10 or 10,000 signs, whether porcelain 
enamel, plastic or combinations of material will be 
most practical..you’ll find that Quality signs by 
Texlite can bring you more customers, at less cost 
per customer, than any other sales tool you can use. 
Four hundred technically skilled, experienced crafts- 
men and the complete resources of a modern, 160,000 
square foot plant are at your design and engineering 
service. 


ser™ 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives .- This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most successfully sales-minded 
companies. 


\ Request your free copy on company letterhead. 


Builde rs of 
Quality Signs 
Sinee 1879 


3307 Manor Way Dallas, Texas 


Offices in Principal Cities 


ROOM advertising ld 


@ A promotional and merchandising piece that 
retailers want you to put in their stores 


@ Beautiful four or two colors on Transparent 
Acetate at black and white cost 


@ longer life than promotional pieces costing 
as much as nine times more per unit. Can fit 


nto any bduaget 


Call or write today for details abour the 
promotional piece which is completely new! 


SELL-PRINT, inc. SELF-STICKING ACETATE SIGNS 
612 N. Michigan, Chicago 11, Ill. 
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IDEA NO. 130 


“Un-Muffled’ Muffler Sign 


MAREMONT AUTOMOTIVE 
PRODUCTS, INC., Chicago, make 
mufflers—but they certainly don’t 
“muffle” their dealer identification 
sign! It’s brilliantly silk-screened in 
black, yellow, and fluorescent red on 
weatherproof VINYL-STIK. This 
amazing outdoor material resists 
water, heat, abrasion — practically 
everything—and it’s backed with 
*specially strong KLEEN-STIK ad- 
hesive for easy peel-and-press post- 
ing. Fine design and souiesiian are 
the work of BOB WOLFSON, 
Maremont’s Ad Megr., JOE 
FELICELLI, Adv. Prod. Mgr., and 
YALE SIEGEL of MIDWEST 
DECAL, Chicago. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Cur | 


P.O.P. Ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 131 


How to Make a Kid Happy 


In Canada, it’s simple! Just buy 
him (or her) a Roy Rogers or 
Mickey Mouse Guitar, made by 
RELIABLE TOY CO., LTD., of 
Toronto. They add sales appeal 
backed by famous names. And they 
also add these colorful die-cut deco- 
rations — backed by famous 
KLEEN-STIK to stick tight on the 
front surface. These were letter- 
»xress printed on gold ‘‘Mirro-Brite’”’ 
Metallic Acetate and Kromekote 
Kleen-Stik, respectively, under the 
yersonal supervision of Ad Mgr. 
YOUG PATTEN and WILBERT 
JOYCE, Prod. Mgr. of DAN- 
FORTH PRESS, Toronto. 


Got your copy of “101 Stik- 
Triks with Kleen-Stik”’ yet? 
Write for this terrific free 
booklet today ...then have 
your regular printer, lithog- 
rapher, or silk screen printer 
produce a Kleen-Stik “*mas- 
terpiece”’ for you. 


S-0 S*M S-M S“M S"H S°M S"H SH SH S"M SM SH S"H S"M S"H SH 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
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*“Eggs-on-Mobile”’ . . Eight year old 
Karen Johnson holds reluctant hen up 
to inspect motivation display developed 
by Berger-Rivenburgh to boost egg pro- 
duction 


in a variety of colors and shapes. 

The reaction of the hens at this 
point is still an unknown factor. If 
they feel inferior because they can- 
not produce eggs of those colors or 
sizes, let alone hang them to dangle, 
the “Go Hen Go” display might 
come to naught. 

However, if the display brings out 
the proper American spirit of com- 
petition in the Johnson hens, Ber- 
ger-Rivenburgh will design anoth- 
er mobile to boost the competitive 
spirit of “Ole Bess.” 

A new trend? 44 


Novel Display Book 
Turns Its Own Leaves 


A mechanized display album that 
turns over a new leaf every seven 
seconds is available from A. Row- 
den King, East Orange, N.J. 

The unit is powered electrically 
and consists of a lightwood frame 
with black pages 
transparent plastic. 

It is available in a 2215x16\4x 
13%” size that holds 24 8x10” 
photos or display pieces and in a 
larger model that can display the 
same number of 11x14” pieces. 

Literature is available. 


covered with 


. . » for more details circle 527, page 113 


Model Home Display 
Stars All Concerned 


A new display unit that shows 
the prospect all the well-known 
brand names used in the finished 
construction of a model home has 
been developed by the Celotex 
Corp. 


PERMANENT 
DECAL SIGNS 
WATER-APPLIED OR PRESSURE-SENSITIVE 


Any colors, sizes or 
Pury Mal) 
sla leat t) 


aie tte el 

KLEEN-STIK 

AU ele 
Day-Glo, Mylar, 
Foils & Papers 


Pad 


DECAL MFG. CO. 


POX ere east 


WRITE TODAY 
for samples and 
Melee tila) 


galaxies of ‘em 
for your 


THINKER-UPPER 


... every week in 


AA 


(Advertising Age) 


the weekly newspaper 
of IDEAS in marketing 


See for yourself what AA can do 
for your thinker-upper. Try a 
years (52 issues) subscription 
for only $3. Anytime you're not 
satisfied, you get your money 
back. 


Send order today to: 
ADVERTISING AGE 


Dept. AR-5 
200 E. Illinois St. 
Chicago, Ill. 
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End to Whodunit? . Iluminated dis- 
play by Celotex features the brand 


names used in construction of new 
homes. 


The unit, which can be hung on 
the wall or set on a table, has 10 
slots provided for the listing of the 
brand names chosen for the bath- 
room fixtures, kitchen equipment, 
insulation, flooring, heating system, 
etc. It measures 1734x29” over-all 
and is illuminated by means of a 
light behind the 
panel. 

Builders using the display may 
have their name handlettered on 
the top of the unit, and have a list 
of more than 60 inserts bearing the 
names of prominent manufacturer’s 
products from which to choose. 

Advantages of the unit, accord- 
ing to Celotex, include consumer 
reassurance by letting the prospect 
know exactly which products have 
been used in the house plus more 
effective merchandising of the qual- 
ity products the builder has used. 

Additional information can be 
had from Celotex Corp., 120 S. La- 
Salle St., Chicago 3. 44 


brand-names 


Metal Letters For Signs 
Cataloged by Spanjer 


A complete line of metal display 
letters, in a variety of type styles 
and finishes, are shown in an illus- 
trated catalog from Spanjer Bros. 
Inc., Chicago. 

Included in the type styles cur- 
rently available are futura, marcin, 
gothic, ribbon, garamond, roman, 
egyptian and many others. 

The catalog specifies all letters in 
the catalog as to size, type, price, 
and metal construction. 

A standard color chart in the 
back of the catalog shows the colors 
available in stock in the Spanjer 
baked enamel and porcelain let- 
ters, 

Copies are available. 


. +. for more details circle 528, page 113 





Hanover embossed Plexiglas 


New, most flexible way to 
pep up dealer identification 


In the Midwest, Hanna Paint dealers are identified by striking 
embossed Plexiglas signs. They are made by Hanover. 


No mold charges for any of 
19 standard sign sizes, 18 letter sizes 


Now you can plan your dealer identi- 
fication program with fewer budget re- 
strictions. Whether you buy one sign 
or many more, there are no mold 
charges for Hanover standard sign 
sizes and stock letters. You often can 
save enough on molds to buy extra 
signs or spare sign faces. 

Fewer design restrictions, too. 
Change copy on every face if you like. 
Specify corrugated, multi-facet or 
plain background. Choose from 18 
sizes of block letters. (Rates for trade- 
mark, script letter and pictorial dies 
are surprisingly low.) 

To provide this new flexibility for 
your sign program, we use our unique 
press*. Copy and background pattern 
are vacuum-embossed in a single sheet 
*Patent applied for 


of clear or pigmented heavy gauge 
Plexiglas. Clear faces are painted in- 
side in brilliant, non-fading acrylic 
colors. Letters are clean and sharp, 
embossed a full quarter-inch above 
the background. The process gives 
Hanover signs fresh, lasting brightness. 
Legibility is astonishingly superior. 

We supply single or double-face 
signs; sizes 18” x 36” to 4’ x 10’, ready 
to install. All-weather Slimline lamps 
used for illumination. All standard 
mounting styles. 


Build your sign program around 
Hanover embossed plastic signs. Our 
service includes custom-built signs of 
all sizes. Write for complete informa- 
tion. Hanover Neon Electric Corp., 
767 N. Fourth St., Columbus 8, Ohio. 


HANOVER ... tiers « coed sgn 


TO HELP YOU PLAN... 
brochure, “Put more ‘“Pul 


Reprints are avai 


the series, at 25c 


able. Order 
best aye 


.. Write for our new 


lin Your Sign Program” 


of 301. .A Basic Guide for Paper Buyers 


ar 


302. .A Basic Guide for Better Advertising Photos 


303. .A Basic Guide to Business Films 
304. .A Basic Guide to Direct Mail 
305. .A Portfolio of Typefaces For Admen 


In June: A Basic Guide to Packaging 


In July: A Basic Guide to Advertising Specialties 
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Art & Photography 


Jt Corp. 88C 
-< r Stud 63 
63 
28-29 
nce. 62 
jla 79 

¢ 64 

Meteor Photograpt 64B 
Multi-Ad Service 88C 
rs tua 50 
Harry, Art Studio 60 

63 


Fabry C | 


Art Supplies 
Gant 1 Paper ¢ 6l, 112 
Irar ra 60 

Mia 67 


Balloons 
Rubt t 96 


Banners, Pennants 
Banner 106 


Binders, Catalog Covers 


A Product r 8 
Belford C Ir 86 
Elbe F & Binder ¢ r 79 
f 5 

nal Blank Book ¢ 16 

T Ir 30 


Binding Equipment & 
Materials 

Ir eee 87 

Book Binders 

Publishers Book Bindery Inc. 80B 


Camera Lucida 


1 A | 82 
L J 32 
c ¢ r 63 


Clipping Services 
Burrelle's Press Clipping Bu 


Control Planning Aids 


Grapl Systen 32 


Copyfitting Aids 


Haberule C 5 
Decals 

Allied Decals Inc. 112 
Meyercord Co. 105 
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Midwest Decal Mfa. Co. 108 


Direct Advertising 


Brodie Advertising Service .. 72 
8 


Chase & Richardson Inc. 75 
Colourpicture Publishers Inc. 78 
Crocker, H. S., Co. Inc. 72 
Curt Teich & C Inc. . 4 
ra <.&. Ge: 56 
Ma on B ’ Ce 57 
M M. E., & Co. 75 
Display Materials 
Ever Ready Label! Cc 57 
Hansen Mta. Inc. . 101 
Hollywood Banner 106 
. en Stik Product r 108 
Easels, Lecterns 
Orav 1a . . me. 32 
Envelopes 
Cupples-Hesse Corp. 77 
Du-Plex Onvelope Corp 78 
Tension Envelope Corp. 76 
Fluorescent Inks & 
Materials 
Allied Decals Inc. 112 
Lawter Chemicals Inc. 82 
Radiant Color Co. 86 


Gravure Services 
Acme Gravure Services Inc. 55 


elp Wanted 
Henry, N., & Sor 112 


Ink, Screen Process 


Lawter Chemicals Inc. 82 
Naz Dar C 14 


Invisible Ink Postcards 
M M.E£. &C 75 


Labels & Tags 
Ever Re 10y Labe Cc 57 


Lettershops 
Brodie Advertising Service 72 


Motion Picture Services 
efilm, Inc. 31 


Offset Plates, 


Presensitized 
Rer ngt r Rand Div 

Sperry Rand Cc rt 26 
Packaging Materials 


hie r B x . 57 


Papers, Printing 
Appleton Coated Paper Co. 20 


Cantine, Martin, Co. . 6A 
Champion-International Co. 
a ' ag 104A 
Champion Paper & Fiber 
Ce. - ; . BA 
Eastern Corp. 2 


Gilbert Paper Co. Back Cover 
Hammermill Paper Co. 32A 
International Paper Co. ....48A 


Kimberly Clark Corp. 88B 
Mead Paper Corp. 70 
Oxford Paper Co. 96A 
Sorg Paper Co. 75 
Strathmore Paper Co. . 88 
Weston, Byron, Co. 85 
Whiting-Plover Paper Co. .. 83 


Papers, Specialty 


Appleton Coated Paper Co. 20 
Bienfang Paper Co. Inc. 61, 112 
Brown-Bridge Mills Inc. ...... 56 
du Pont de Nemours, E. | 


& Co. Inc. . 87 
Fasson Products ae 
Kleen-Stik Products Inc. ......108 
Radiant Color Co. 86 
S Paper C 75 


Paste-Up Type 


Fototype Inc. 100 
Herbert, H.T., Co. 96 
Stik-A-Letter Co. 101 


Photo Copy Machines 


American Photocopy Equip 
ment C 172A 
Photo Lettering & 
Typesetting 
Bertsch & Cooper ...... 41 
Filmotype Corp. = 11 
Photo-Typesetting Inc. . 112 
Progress-Hanson-Progressive 
Group 46 
Rapid Typographers Inc. 51 
Warwick Typographers Inc. 79 


Photo Prints, Quantity 


Major Photo Co. 64 
Waltz . 63 


Photo Reproduction 


Services 
Corona Color Studi 63 
Meteor Photographic 64B 


Photoengraving & 
Platemaking 
Engravers and 


” r 
Chicag 


News Print Engraving Co. 49 
G ns, Miller & Hutching 

Inc. 17 
Srubb, G. R., & Co. 80B 


Horan Engraving Co. Inc. 12 
Laurence Inc. Inside Back Cover 
Northwestern Phot Enarav 

ng Co. 84 


Imadex of Adwertisers 


Rightmire Berg Co. 80D 
Stafford Engraving Co. 112 
Photographic Equipment 
& Materials 

Eastman Kodak Co. 64A 
Engel, J. A., Inc. 82 
Lacey-Luci Products Co. 32 
Statmaster Corp. 63 
Photographic Reporting 

United Press Associations | 


Plaques 
Intl. Bronze Tablet Co. Inc. 96 


Plastic Plates 

Re m ngton Rand Div oT 
Sperry Rand Corp. 26 

Postcards, Color 


ourpicture Publishers Inc. 78 
rocker, H. S., Co. Inc. 72 
irnt Teich & Co. Inc 2 


OOD 


Premiums & Specialties 


Cel-U-Dex Corp. .. . 94 
Dow Corning Corp. . 95 
Eagle Rubber Co. Inc. 96 
Eureka Specia ty Printing 


Co. ; 6 
Listo Pencil Corp. 92 
Pioneer Rubber Co 95 


Presentation Materials 


Belford Co. Inc. . 86 
Elbe File & Binder Co. Inc. 79 
General Aniline & Film 
Corp. bz 28, 29 
National Blank Book Co. 16 
Oravisual C Inc. 32 
Sales T Inc. 30 


Printing 
Black Box C type Stud 


Inc. 13 
Eureka Specialty Printing Co 6 
Ever Ready Label! Co. 57 
Graphic Enterprises of M 

waukee Inc. 112 
Keller, D. F., Co. 10 
Rapid Copy Service Inc. 64 
Runkle. Thompson. Kovat 

Inc. 51 
Ullman Gravure Inc. 15 


Self-Sticking Specialties 


Ever Ready Label! Co. 57 
Fasson Products 7 
Kleen-Stik Products Inc. 108 
Meyercord Co. 105 
Sell-Print Inc. 107 


Sign Materials 


Kleen-Stik Products Inc 108 
Yarder Mfg. Co. 101 





Signs & Identification 
Materials 


Allied Decals Inc. 
Bumpa-Tel Sign Co. 
Colonial Neon Co. Inc. 
Ever Ready Label Co. 


> Sign & Mfg. Co. 


Meyercord Co. 
Plasti-Line Co. 
Se Pr nt Inc. 
Texlite Inc. 


Ullman Gravure 


Signs, Bumper 


Co. 


Signs, Metal 


American Art Work 


wow Ww G 


owwvwoww Ww 


QaN00 


O 


Colonial Neon Co. Inc. . 
Grace Sign & Mfg. Co. 


Signs, Plastic 


Colonial Neon Co. Inc. 

Hanover Neon Electric 
Corp., -. 

Plasti-Line Co. 

Texlite inc. 


Signs, Porcelain Enamel 
Texlite Inc. 


Stock Art 


Multi-Ad Services 
Stivers Studi 50 
Volk, Jr., Harry, Art Studio 60 


Stock Photos 


Enterprise Phot 
Kaufmann & Fabry Co. Inc. 


Mack, Douglas 


Typefounders 


American Type Founders 

Amsterdam Continental Types 
& Graphic Equipment Inc. 

Bauer Alphabets Inc. .... 

Lanston Monotype Machir 
C 


Typewriters, Composing- 
Reproducing 


Friden Inc. .. Inside Front Cover 


Typography 


Advertisir j Typographers 
Assn. of America 
Bartz, F. H. . 
ertsch & Cooper . 
Bundscho, J. M., Inc. 
Herman Typographers 
|. Typographic Composi- 
tan As n. . 


2 
nsen Typographers Inc. 


ALPHABETICAL INDEX 


c. 79 

82 

63 

6 

57 

7 

It 

100 

‘ 56 
Inside Front Cover 


28-29 
Back Cover 
ES 17 


112 
32 
80B 
51 


47 
62 
10 
88B 
108 
32 


50 
nc. Inside Back Cover 
micals Ir 82 
92 
79 


64 
57 
70 


Visual Aids 


Belford Co. Inc. 

Elbe File & Binder Co. Inc. 
Engel, J. A., Inc. 

Gene ral Ani ine & 


Corp. 


> 


c ° 
Yrapnic Sy tems 


Window & Store Displays 


Hollywood Banners 106 
Madisonia Manikins n 112 
Sell-Print Inc. 107 
Uliman Gravure Inc 5 
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Frufewell Souretd fov 


Services and Supplies 


Engravings 


re 


EXACT @ COLOR )M# Pixur © coLor 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 


Save ‘2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 


AND PRICES 
STAFFORD ENGRAVING CO. 
229 N. PENN. ST. *« INDIANAPOLIS 


Manikins 


RENT A GLAMOR 


| work all day ind 
nignt without getting 
tired! Madisonia provide 
the perfect 
men ind hildren 
hgure for your 


il prom 


MADISONIA MANIKINS, INC. 


NEW YORK CHICAGO DALLAS 
152 W. 25 St 11 S. Desplaine 3007 Canton St 
Chelsea 3-1550 Dearborn 2-6818 Riverside 7-1937 


Decals 


MADE TO YOUR SPECIFICATIONS 
pres — <a 


8422 HOUGH AVE. 
ALLIE ag CLEVELAND 3,OHIO 


Help Wanted 


DISPLAY DESIGNER wanted by established 
Pacific Northwest P.O.P. agency. Unlimited 
opportunity for experienced man with crea- 
tive know-how in field of plastics, wood, 
metal, as well as paper. Salary and profit- 
sharing, plus living in the heart of the na- 
tion’s finest fishing, hunting, boating and 
winter sports area. Send complete resume and 
salary requirements, plus samples of work, 
to Box 34, c/o Advertising Requirements, 200 
E. Ilinois St., Chicago 11, Il. 


112 + ar © May 1958 


Representatives Wanted 


WANTED 
METAL DISPLAY 
SALES 
REPRESENTATIVES 


Leading national manufacturer of metal 
displays desires representation in selected 
markets throughout the country. Territory 
or customer protection provided as situa- 
tion warrants. Only representatives with 
experience, time and ability to sell vol- 
ume quantities and ability to earn mini- 
mum of $15,000.00 yearly need reply 
We offer a complete creative, design 
engineering, model, art, lithography and 
production facilities rated as being the 
industry's largest. Individuals or organiza- 
tions handling non-competitive point-of- 
purchase services will be considered. Send 
complete resume in confidence as to ter- 
ritory covered and lines represented. All 
our people know of this ad 


Box 35, c/o Advertising Requirements, 
200 E. Illinois St., Chicago 11, Ill. 


Sales representative wanted for established line of 
cloth advertising aids. Manufacturer of quality indoor 
and outdoor cloth signs, satin banners, aprons, hats 
etc used as product promotion and demonstration 
items and self-liquidating premiums seeking repre- 
sentation. Desirable territories open on an exclusive 
basis. Promotional material and advertising campaign 
provide excellent leads 
N. HENRY & SON 
810 West Jackson Blvd., Chicago, Illinois 


Photo Lettering 


Select from 350 alpha- 
bets. Send for cata- 
logue. 24 hour service. 


Reductions or enlarge- 
CeCe mh 
I ae eee a 
PHOTO-PRINT PROCESS. 


PHOTO-TYPESETTING, INC. 
311 W. 43rd Street, New York 36, N. Y. 


JUdson 2-0466-7-8 


Art and Photo 


CANVASETTE 


Sheets @ Pads @ Rolls 


Ivory White & TV Gray 
i 
py Bienfang Paper Co., Inc. 
a metuchen, new jersey 


Sales previews 


Tad oaneereran mh | PRO Sa 


Color Printing 


oo 


Sales manuals 
Ad inserts 
Dealer promotion 
Catalog sheets 
Catalog covers 
Post cards 

Self mailers 


LOW COST 
HIGH QUALITY 


FULL COLOR 
LETTERPRESS 


PRINTING 
Greeting cards Sparkling GEM Color — 


Magazine covers TOP QUALITY letterpress printing at LOW cost 
POP for runs of 100 to 10,000. Reproduced from trange 
Poster previews perency or art work. All jobs color proofed, 
Delivery in 2-3 weeks. Free samples. 


616 SOUTH SECOND ST. MILWAUKEE 4, WIS. 


Better 


Mousetraps 


Need 
‘Sell’ 


They used to say, “build a 
better mousetrap and_ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a_ product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the AR showease 
for 


Advertising Results 








SQ1/Circle on Readers’ Service Card 
Wizard “H”-Frames 

.. « @ low cost, adaptable exhibit is de- 
scribed by Haas Display Ine. (Page 89) 


$02/Circle on Readers’ Service Card 
Operation — Exhibits 

. exhibit facilities are outlined by Dis- 
play Masters Inc. (Page 89) 


§03/Circle on Readers’ Service Card 
Diorama Models 

. « « 3D, diorama exhibits are shown by 
The Displayers. (Page 89) 


§$04/Circle on Readers’ Service Card 
Tips on Trade Shows 

. quick hints on easier exhibiting are 
detailed by Exhibit Producers & Designers 
Assn. (Page 89) 


$0S/Circle on Readers’ Service Card 
Visual Speech Booklets 
. the advantages of visual aids in 
speaking are stressed by Tecnifax Corp. 
(Page 32) 


$06/Circle on Readers’ Service Card 
New Kodak Booklet 

. Photographic procedures by which 
transparencies can be prepared for use in 
overhead projectors described by 
Eastman Kodak Co. (Page 32) 


are 


§$07/Circle on Readers’ Service Card 
Tape Testing Kit 

. a kit for testing tape strength is avail- 
able from 3-M. (Page 32) 


$08/Circle on Readers’ Service Card 
Fun Dial Specialties 

. samples of dial city-quides are offered 
by Dial-O-Rama. (Page 96) 


§09/Circle on Readers’ Service Card 
Wind Meter Folder 

- @ precision, wind-measuring device 
is described by F. W. Dwyer. (Page 96) 


$10/Circle on Readers’ Service Card 
Perforated Materials 

. a line of perforated materials are de- 
tailed by The Harrington & King Perforat- 
ing Co. (Page 100) 


$11/Circle on Readers’ Service Card 
Outdoor Improvement Trends 
. . - the improvement of outdoor advertis- 


ing in the last seven years, is detailed by 
OAAA. 


(Page 101) 
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Use these return cards 
for your copy of publications 
mentioned on this page 


| eae | Advwertising 


Requirements 


* Send for these free helpful selling tools 


$12/Circle on Readers’ Service Card 
Promotion Materials 


- spring and summer promotion mate- 
rials are described in a new Pollack flyer. 


(Page 101) 


§13/Circle on Readers’ Service Card 
Letters That Sell 


- @ guide to more effective letters is 
available from Mechanical Secretary. 


(Page 78) 


§$14/Circle on Readers’ Service Card 
PR Brochure 


. . » Gene Bartezak Associates defines the 
functions of PR work. (Page 79) 


§185/Circle on Readers’ Service Card 
Free Prop Service 

. . . Bartmann & Bixer Inc. inform admen 
of a free 24-hour prop service. (Page 66) 


Readers’ Service Dept. 
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Postage 
Will be Paid 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9 P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 
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$16/Circle on Readers’ Service Card 
Giveaway Product Promotion 

radio and tv product promotion 
through giveaways is explained by Band- 
er-Koss and Associates. (Page 68) 


§17/Circle on Readers’ Service Card 
Sample Type Sheets 
. . » Copease Corp. offers sample sheets of 
writing and printing types for testing 
copying machines. (Page 82) 


§18/Circle on Readers’ Service Card 
King-Size Calendar 
. . - literature describes L. D. Blehart Co.'s 
25-year memo calendar. (Page 84) 


§19/Circle on Readers’ Service Card 
Offset Paper Specimen 


. . » Minnesota & Ontario Paper Co. offers 
samples of colored Mandoset offset. 


(Page 84) 


*Please print or type information below 


NAME 


COMPANY 


PRODUCTS SOLD 
ADDRESS 
CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Aug. 15, 1958. 


No 
Postage Stamp 
Necessary 
If Mailed im the 
United States 


TTR ULE 
S Wud 


ar meee ee sear | 


LBC ere ROR Ee ot eet Gg eo 





* Send for these free helpful selling tools 


§$20/Circle on Readers’ Service Card 
White Offset Sample 

- +» @ sample of new Test offset is offered 
by Hamilton Paper Co. (Page 84) 


$21 /Circle on Readers’ Service Card 

Mountie Offset Specimen 

- - specimen sheets of new Mountie offset 

are offered by Northwest Paper Co. 
(Page 84) 






§24/Circle on Readers’ Service Card 
Do-It-Yourself Binding 

. . . facts on Apeco’s binding equipment 
for easy, plastic binding. (Page 85) 


52S /Circle on Readers’ Service Card 
Spot Carbonizing Process 

. . « Spot Carbon Products offers samples 
of forms for automatic editing. _ (Page 86) 


§22/Circle on Readers’ Service Card 


New Office Paper Sample 


. » « Charles Bruning Co. offers samples of 
(Page 85) 


translucent office paper. 


$23/Circle on Readers’ Service Card 


New Bond Paper 


- « « Mead Corp. offers samples of new, 
(Page 85) 


blue-white cockle bond. 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, iff. 
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§2G/Circle on Readers’ Service Card 
Bristol Idea Kit 

. . + Sales promotion ideas are available 
in a Linton Brothers kit. (Page 86) 


§$27/Circle on Readers’ Service Card 
Mechanical Display Album 

.» » an album that turns its own pages is 
detailed by A. Rowden King. (Page 108) 
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not serviced beyond Aug. 15, 1958. 


$28/Circle on Readers’ Service Card 


Metal Display Letters 
. .. Spanjer shows metal display leiters in 
a catalog. (Page 109) 


$29/Circle on Readers’ Service Card 
The Prodigal Package 

. . . planned labeling for better packages 
by Ever Ready Label. (Page 57) 


$30/Circle on Readers’ Service Card 
Berthold Type Faces 

. . a booklet showing three Berthold type 
faces is offered by Amsterdam Continental 
Types & Graphic Equipment. (Page 47) 


$31/Circle on Readers’ Service Card 

Ad Type Showing 

. . + illustrations of foundry and Monotype 
faces from J. M. Bundscho. (Page 47) 


$32/Circle on Readers’ Service Card 
Augustea, Fontanesi Specimens 

. Amsterdam Continental Types & 
Graphic Equipment shows two new Italian 
faces. (Page 48) 


$33/Circle on Readers’ Service Card 
Type Face Roundup 

. « » @ specimen sheet of popular faces 
from V & M Typographical Co. (Page 48) 


$34/Circle on Readers’ Service Card 
Fortune Type Specimens 

. . - the new Fortune Bold Italic is shown 
by Bauer Alphabets. (Page 48) 


$35 /Circle on Readers’ Service Card 
Varigraph Catalog 

. automatic lettering styles and equip- 
ment are shown by Varigraph. (Page 49) 


536/Circle on Readers’ Service Card 
Reverse Type Matrices 

. . . the possibilities of reverse type mats 
are illustrated by Service Engraving 
Works. (Page 49) 


§37/Circle on Readers’ Service Card 
Map Type Folder 

. samples of transparent, adhesive type 
are offered by Monsen. (Page 50) 


$38/Circle on Readers’ Service Card 
Letterhead Samples 

. . . Ahrendt Inc. offers letterhead layout 
ideas. (Page 51) 


839/Circle on Readers’ Service Card 
Invisible Binding 

+ @ paper cover permitting unseen 
stapling is offered by Clint Leap. (Page 51) 


colo 


Use these return cards 
for your copy of publications 
mentioned on this page 





ST(( 


“My purpose is, indeed, a horse of that color.” 


—SHAKESPEARE, Twelfth N 


LAURENCE HAS BEEN PRODUCING INCOMPARABLE COLOR 
WORK FOR MORE THAN 25 YEARS. IF YOU ARE NOT RECEIVING 
YOUR FREE COPIES OF “‘LAURENCE’'S GUIDE FOR PHOTOEN 
GRAVING BUYERS," WRITE OR PHONE TODAY. LAURENCE INC., 
fine Photo Engravers, 547 SOUTH CLARK STREET. WAbash 2-6284 
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